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HOW TO MAKE EMPLOYE MANUALS 
A CHECKLIST FOR BETTER DIRECT MAIL 
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DAY-GLO 
IS 
SPELLED 
WITH AN 


The last letter in Day-GLo is “R”—a circled “R”! This 
means it 1s the registered trade mark for daylight tluo- 
rescent products manufactured by Switzer Sveshers or 
their licensees. It’s your assurance that your Day-GLo 
painted bulletins will stay bright for as long as SIX 
months. that your Day-GLo silk screened posters and 
displays will deliver their unrivaled impact through as 
much as four months of outdoor exposure. It’s youl 
all the other Day-GLo 
materials you use. So be sure you get genuine Day-GLo. 


assurance of highest quality in 


Specity and insist upon it. For outdoor displays, specify 
Sunbonded® Day-GLo’. 


Licensed Manufacturers of DAY-GLO® Materials 

Bulletin Color System 

SWITZER BROTHERS, INC., Cleveland 
Coated Papers 

CROCKER, BURBANK PAPERS INC., Fitchburg, Mass. 
Display Papers and Cardboard 

NATIONAL CARD, MAT AND BOARD COMPANY, Chicago 
Gummed Papers 

DENNISON MFG. COMPANY, Framingham, Mass. 

MID-STATES GUMMED PAPER COMPANY, Chicago 
Pressure-Sensitive Papers 


KLEEN-STIK PRODUCTS, INC., Chicago 


Blotting Paper 
THE WRENN PAPER COMPANY, Middletown, Ohio 
Fabrics 
M. HAUSMAN & SONS, New York City 
Flock 
THE RAYON PROCESSING CO., of R. I., Pawtucket 
Paint 
LAWTER CHEMICALS, INC., Chicago 
THE SHERWIN-WILLIAMS COMPANY, Cleveland 
SWITZER BROTHERS, INC., Cleveland 
Silk Screen Colors 
THE CALIFORNIA INK COMPANY, INC., San Francisco 
BROWNE BROS. PTY. LTD., Melbourne, Australia 
LAWTER CHEMICALS, INC., Chicago 
THE SHERWIN-WILLIAMS COMPANY, Cleveland 
SWITZER BROTHERS, INC., Cleveland 
DANE & CO. LTD., London, England 
Water Colors 
THE AMERICAN CRAYON COMPANY, Sandusky, Ohio 
THE CRAFTINT MFG. COMPANY, Cleveland 
LAWTER CHEMICALS, INC., Chicago 
SWITZER BROTHERS, INC., Cleveland 


This message 1s published as a service to advertisers, 
thei agencies and their suppliers by Switzer Brothers. 
Inc.. originators of daylight fluorescent colors and 
owners of many U.S. and foreign patents covering day- 
light fluorescent pigments, materials and displays. 
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You can get it all from Mead—Papermakers to America 


For better impressions, whatever the job, print on Mead Papers. You have at your dis- 
posal a completely diversified line of papers in colors, weights and finishes for every printed use. Let 
your Mead merchant be your source of supply. He knows that the skills and resources of the entire 
Mead organization are concentrated on the job of making Mead Papers the best value in paper today. 


Mead Papers Help Lithographers Beat Deadlines 


on Long Press Runs 


Uniform quality holds press time to the minimum 


When time is a big consideration, and 
when quality in a job is all important, 
it pays to print on Mead Papers. You can 
rely on them for top performance and 
results because they are made with your 
needs in mind. Their built-in uniformity 
and quality are your assurance of trouble- 
free handling both on press and off, your 
assurance of delivering the kind of job you 
plan, on time and within the budget. 


Whether your next job is an annual 


report, booklet, catalog or brochure, you'll 
find a paper made by Mead exactly suited 
to your need. There’s Mead Moistrite 
Offset, a paper made especially to give 
exceptional brilliance to full-color process 
work. There’s Northlite Offset. ideally 
suited for long-run economy and so pop- 
ular for its bulk and opacity. These are 
but two of the diversified line of offset 
papers which are standard Mead _ prod- 


ucts. Let them work to vour profit. 


Vica-We) THE MEAD CORPORATION 


Papermakers to America 


Sales Offices: Mead Papers, Inc., 118 West First Street, Dayton 2, Ohio 


New York ° 
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Chicago «¢ Boston = 


Philadelphia «¢ Atlanta 


Quality Offset Papers 
by Mead 


Dilcol Offset Translucent 
Printflex Offset Enamel 
Printflex Offset Coated’ Cover 
Richgloss Offset Enamel 
Mead Opaque 
Moistrite Offset 

e De & Se Tints 

e Northlite Offset 


Ask your paper merchant for samples 
of these papers 
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Cratftint ie ee 


the most complete 


Shading Medium Catalog 


CRAF-TONE SHADING SHEETS... the no glare, self-adhering all-pur 
pose, efficient, economical overlay shading medium 294 patterns! 


CRAF-TYPE ...the versatile, improved paste-up type that speeds com- 
position and really cuts typography costs! 279 Fonts, faces and sizes 


CRAFT-COLOR ... 19 brilliant, nonfading Translucent colors on self 
adhering clear plastic sheets! 


SINGLETONE DRAWING PAPER... a chemically treated drawing paper 
with a single hidden tone for straight shading effects! 59 Patterns! 


BLACK AND WHITE TOP SHEET SHADING FILMS... .Transparent over- 
lay film for shading effect in line copy! 59 black also white screens 
with removable dots and patterns! Ideal for newspaper and photo en 
graving shops 


MULTI-COLOR PROCESS. .. reduces 4 color printing costs. The only 
reliable, inexpensive method to make plates for color printing! 


CRAFTINT DOUBLETONE DRAWING PAPER AND TRACING VELLUM. 
17 original two screen patterns that you develop. Two separate “in- 
visible” shading tones processed into the paper to get third dimen- 
sional effects. 
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in the world! 


CUT production costs! 
MEET deadlines efficiently! 


ADD sales impact to layouts 


and finished art! 


THE CRAFTINT MANUFACTURING CO. 
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NEW YORK CLEVELAND CHICAGO 


CRAFTINT MANUFACTURING COMPANY 
1615 COLLAMER AVE CLEVELAND 10, OHIO 


Yes, send me the world’s most 
complete Shading Medium Catalog 


Name 
Company 


Address 


City ajencciaceaini acing State 


| 
beeen n neon ewww nnn === 
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Just CelWein Us 


Do Advertising People Believe in Advertising? 


It's almost axiomatic that anyone who makes a living from advertis- 
ing, directly or indirectly, should be a firm believer in its use as a sales 


tool. It's a much more satisfactory situation to have a strong and abiding 
faith in the work to which we are giving our lives. 


Strange to say, however, there are many people in advertising whose 
attitude, judging from their practice, is skeptical, to say the least. For 
example, I have known of agency men who write copy with tongue in cheek, 
not even believing their own adjectives. And there are a few publishers 


who think that advertising space is a wonderful thing to sell, but not very 
important to the success of their own businesses. 


Not long ago I had an interesting conversation with a manufacturer 
of advertising specialties, who said that he would like very much to adver- 
tise his line, but that his jobbers objected. 


"Do you mean," I asked, "that the men who distribute your products 


don't want to have the benefit of the sales leads and trade acceptance your 
advertising would undoubtedly develop?" 


"They don't want the manufacturer to be identified," he explained. 
"They feel that they are regarded by the customers as their primary sources 
for specialty needs, and that it would complicate their relationships if the 
original producer promoted his wares to the advertiser." 


This situation is not universal, fortunately. 
companies which have advertised successfully have reported to AR that their 


jobbers were pleased to receive the inquiries which the promotion attracted, 
and were able to sell important new accounts as a result. 


Several specialty 


Maybe trade customs and distributor relationships should be allowed 
to interfere with the free exercise of the advertising function, but in the 
advertising business, at least, it doesn't seem to make too much sense. 


SRBa/1 


G. D. Crain Jr. 
Publisher 


March Advertising Requirements 
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TRIAL MARKETING. Subscription rates: $3 per Eastern Editor ‘ Ted Sanchagrir eee oo 
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3 - i ee YOUR 
AAS COMPLETE 
SALES STORY 


when you use 


Your complete sales message gets a 
free ride with regular mail when you 
specify Brownville for those creative 
mailing pieces. A 17 x 22 SEA FOAM 
broadside stays comfortably under the 
3-cent rate in mailing with the average 
invoice. And too, you'll be amazed at 
the printability of all three Brownville 
lightweights. Easy to handle, smooth in 
delivery, these Brownville papers lie flat 
to produce attractive, unusual effects in 
black or in color. 


Try These Lightweights 


On Your Next Job 
SEA FOAM BOND—? lb. manifold. Ideal 
for second sheets, business forms, stuf- 
fers, broadsides, folders. 


STARLITE OPAQUE BOOK —a sstrong 
30-lb. book with maximum opacity for 
fine color work. Dull or gloss finish. 
Tops for package inserts and brochures. 
Gloss takes 100-screen. 


ST. LAWRENCE OPAQUE—a 12-lb. bond 
with opacity and economy of weight. 
Unexcelled for snap-outs, multi-copy 
forms, booklets, price lists. 


WRITE on your letterhead for 
free sample book of each 
paper. Address Dept. AR-2. 


BROWNVILLE PAPER CO. 
The Mill of Fine Lightweight Papers 
BRIDGE ST. BROWNVILLE, N.Y. 
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Special Report from the Cleveland Atom Show....... 
Advertisers need ingenuity to merchandise through shows 
in the atomic field. KENNETH W. ALLISON 


How to Make Employe Manuals Dramatic. ......... 


Some important guideposts for the most effective handling 
of internal publications. HERBERT C. ROSENTHAL 


New Visual Aids Draw Visitors to Disneyland Exhibits... . 


Three original applications of 16mm movies offer daring 
possibilities for advertising men. 


Unuswel Art Tecleiqwe .. sc ccc ccc ee seeeseece 
How photographs featuring puppets were used to prepare a 
special employe booklet. ALLEN SOMMERS 


How Advertisers & Agencies Buy Art & Photography... . 
An AR survey indicates the importance of the advertiser 
as an art buyer and his interest in sources of supply. 


What’s Happening with ROP Color ...........4.6-. 
Newspaper color has come a long way since its infancy, 
although there still is room for improvement. 

Dick Hopcson 


Business Cards—An Important Advertising Tool. ...... 


The author discusses some basics to bear in mind before 
you order business cards. WILLEM Kavtiti 


Trends in Advertising Typography ...........4.e66-. 
The second article in a series discusses photo-typography 
and the importance of Venus. A. RAYMOND Hopper 


New Dress for an Old Favorite. ........2.++s+seeee-s8 


How Motorola used its famous jingle to build a series of tv 
commercials. Bert ENos 


Why We Like Having Our Own Printing Shop. ....... 


A leading agency tells the why and how of its printing 
operation — second in a series. Harry SUSEMIHL 


Less Than 1¢ per Impression. ........e.eseeeee06 


Wabash Railroad Co.’s business movie became one of its 
best advertising activities. MILDRED WEILER 


Versatile Sales Tool Provides Low-Cost Promotion Package . 
How a German-made diminutive camera is winning extra 
promotion from American photo dealers. 


Flower Shows Bring Good-Will to Banks. .......... 


Commercial banks are making their lobbies into show halls 
for their communities. Louis C. FINK 


Massmanship—A New Approach for Packaging. ....... 


Here’s a radical new concept in packaging that deserves 
consideration by admen. L. E. GALLAGHER 
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“Filmotype” 
helped us 
make friends 
ETT 


Titres 
a Tay ome 


Requirements 


CONTENTS 


Volume 4 e Number 3 


Punch Copy for Packages .....--. 2s eeececcecevee 99 
A list of 12 basic rules for preparing package copy with a 
punch. ALAN BERNI 


Direct Mail Rates High with Dealers. .........2.46-. 


Sinclair Oil Co. learned that its direct mail is important 

to dealers’ sales operations. J. J. DELANEY says Robert 
Sydney Dickens, 

Dickens a package 

° e ° esign studio 

A Checklist for Better Direct Mail. ........ 

Used for evaluating its own direct mail, Old 


Insurance Co.’s checklist has many applications. 


American 


Getting the Local Flavor in Newspaper Ads. ........ 


Marked copy and planned layouts result in ads that keep 
General Petroleum dealers happy. Puit SEITZ 


Promoting Premiums on Radio and TV..........44.2-. 


Some of the problems involved in radio and tv promotion 
and how to solve them. Rosert F. DEGEN 


"Finest professional quality photo-composition 
hand lettering and display type. 


““Where speed, quality or volume is re- 


‘ E —_ or quired for display type or lettering as a 
A Basic Guide to Advertising Specialties. .......... : 


This article includes important information about specialties 
by the Advertising Specialty Guild of America. 


Signs of the Zodiac Become an Advertising Medium. . . . 
How the East River Savings Bank uses the signs of the 


zodiac as a lively promotion. 


P. K. THOMAJAN 


Sales Meetings Don’t Have to Be Expensive. ......... 


How an agency helps its clients stage successful sales 


meetings on low budgets. 


LEE RANDON 


Sketching at Trade Shows... .... 2+ ee eee eevee 


Snyder Mfg. Co. sells its products through quick sketches 


of customers at shows. 


The Route to Reno...... 


Dick Morris 


The inside story of one of the country’s most unusual sign 


advertising programs. 


Departments 


Art & Photography... 

Audio & Visual Aids... 

Direct Advertising... 

Layout & Typography... 
Packaging & Labeling... 
Paper... 

Photoengraving & Platemaking... 
Premium, Prizes & Specialties... 
Printing & Binding... 

Radio & TV Production... 

Shows & Exhibits... 

Signs & Identification Materials... 
Window 4& Store Displays... 


45 
83 


69 
95 
63 
93 


79 
75 


GEORGE MEREDITH 


Regular Features 


Advertisers Index.. 


Coming Conventions... 
The Editor’s Notebook... 
How I Solved It... 

Idea Album... 

Just Between Us... 
Promotion Almanac... 
Readers Write... 

AR Reprints... 


. 128 
Books for Admen... 


25 
26 
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33 

3 
24 
16 
24 








guide in comprehensive layouts and for 
finished art . . . we always have the right 
answer right in our own office —Filmotype!”’ 


Apply these proved dependable Filmotype 
features to your operation: 


e Almost instantly, razor-sharp, jet black 
copy ready for paste-up. 

e The alphabet you want for any occasion! 
Filmotype’s enormous selection includes 
over 1,000 styles and sizes of popular 


hand lettering and imported and domestic 
type. 


50 easy to operate, anyone can do it 
after a few basic instructions—so eco- 
nomical, costs only a few cents a head- 
oe ’ 

line! 


MAIL THIS COUPON... 


oeeeevreeeeeee eee eee eee eee eee 


THE FILMOTYPE corroration 
60 W. Superior 
Chicago 10, Illinois 


Send me complete details about the Filmotype photo- 
composition machine. | am also interested in a free 
demonstration in my own office. 

NAME 

FIRM 

ADDRESS 


CITY ZONE STATE 
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BOLD 
BRIGHT 


COLOR 
COLOR 


FOR 
Brochures 
Counter 
Cards 
24-Sheets 
Billboards 
Window 
Banners 
Financial 
Reports 
Mobiles 
and 
Many 
more 
important 
promotional 
aids 
at 
the 
National 
Local 
and 
Retail 
Sales 
Level 


We will be glad to send you two NAZ-DAR 
Color cards showing the 36 brilliant colors in our 
5500 Fast-Dry Silk Screen Ink line. Keep one at 
your desk and give the other to your screen 
process printer. 


Since 1922 Everything Needed For Screen Printing 


NAZ-DAR 


461 N. Milwaukee Avenue 
Chicago 10, Illinois 
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The Editors Yi A 


Problem Clinic 


AR Offers Readers 
Help on Problems 


One of our readers came up with 
a very interesting suggestion the 
other day. “Why,” he asked, “don’t 
you start a companion feature to go 
along with ‘How I Solved It,’ in 
which readers could send in the 
problems they can’t solve and see if 
some other reader can’t come up 
with the solution?” 

We've kicked that idea around and 
decided to give it a try. Past obser- 
vations have indicated that it is un- 
wise to plan such a feature on a 
regular basis, since the flow of such 
problems is usually rather spas- 
modic. But we will give full attention 
to every problem we get. 

Here’s how we propose to handle 
this feature: 


e If you have any unsolved problem 
in the fields of advertising produc- 
tion, promotion or merchandising, 
just describe it as simply as possible 
and send it to: 

Problems Editor 

Advertising Requirements 

200 East Illinois Street 

Chicago 11, Illinois 


e Upon receiving the problem, AR 
will check with as many sources as 
possible and try to come up with the 
right answer. 


e When we have the answer, we will 
publish both the problem and answer 
in the next issue of AR. 


e If we aren't able to turn up what 
we feel is an acceptable answer, we 
will publish the problem and request 
help from our reader audience. 


e For all published answers to such 
problems we will pay $10. In case the 
same solution is submitted by more 
than one reader, we will pay the $10 
for the first answer we receive. 


e In order to avoid any possible em- 
barrassment for the person sending 
in the problem, we will not publish 
his or her name. 


> This new service is not intended to 
replace our regular “Information 
Wanted” service, which has been 
supplying sources of services and 
supplies in the fields AR covers. Ac- 
tually, it is really an extension of that 
service in order to help our readers 
with problems other than locating 
services and supplies. 

There have been some misconcep- 
tions concerning “Information Want- 
ed,” and this presents a good oppor- 
tunity to explain this operation. The 
letters which appear in the “Readers 
Write” department each month un- 
der the “Information Wanted” head- 
ing represent only a small portion 
of similar requests we receive each 
month. 

In all cases, we try to furnish just 
as much information as possible from 
our own files. However, we publish 
representative letters in the hope 
that readers can help to supply addi- 
tional sources for services and sup- 
plies. 

In no case does publication of a 
letter mean that we were unable to 
furnish any information. However. 
we do recognize that any list of serv- 
ices and supplies, no matter how 
extensive, is seldom as complete as it 
might be. 

Readers wishing to pass along 
helpful tips in answer to “Informa- 
tion Wanted” letters are requested 
to address their suggestions directly 
to AR. This gives us an opportunity 
to add helpful information to our 
files before forwarding the material 
on to the reader who originally 
asked the question. 
>Theodore N. Trett of Direct Ad- 
vertising Associates, New York, sent 
us a copy of a speech he made before 
the Associated Printing Salesmen in 


- continued on page I! 
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Display typefaces in this issue 


Page 28—Stymie Extrabold G Extrabold Italic; 
Medium & Extrabold Extended; 39—20th Century Extrabold; 


35—Venus 
45—Holla G Tempo Bold; 47 


20th Century Extrabold; 53—Futura Demi G Venus Extrabold Extended; 63—Cello Lettering 211 


G Futura Bold 
79 
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101—Stymie Extrabold; 103—20th Century 


Extrabold G Discus Script; 107—Venus Extrabold Extended G Medium Extended; 112—-Tempo Bold 


G Frofile; 119—Steel Bold Condensed G Lydian Bo'!d Italic; 123 


23—Rondo Bold. 





I’m 
Alexander Roberts 


General Manager of 
INTERSTATE INDUSTRIAL 
REPORTING SERVICE, INC. 


and its divisions: 
INTERSTATE 
PHOTOGRAPHERS 


INTERSTATE INTERNATIONAL 


INTERSTATE CINE 


I'd like to tell you the 
INTERSTATE story . . . what 
we are...how we operate... 
what we have to offer the 
manufacturer and its advertising 
agency ... why it is we do 
more photography and industrial 
reporting on a national scale 
than any comparable company 
in America ... and tell it to you 
the way I would if I met you 


personally. 
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What We Are— What We Offer 


INTERSTATE is an independently-owned network 
comprised of 2400 selectively-screened photographers 
and reporters. We offer photographic coverage or case- 
history reporting coverage, or a combination of ‘the two, 
in virtually every city in America (and in all countries 
except those under iron curtain control). You deal with 
one office, with one personality; you get the advantages 
of an international network, the personal attention that 
you would expect from your own photographer. 


Calibre of Photographer We Use 


The nature of the assignment that we are called in to 
handle determines the type of photographer we assign. 
We would not, for example, designate a news photog- 
rapher to cover an industrial or an architectural job, 
since we question whether he possesses the know-how or 
the necessary photo equipment. Nor, would we employ 
a studio man to illustrate a feature assignment. In many 
cities, therefore, we operate with as many as three differ- 
ent men. In our New York office, we maintain a detailed, 
intimate break-down of every man in the network . . . we 
know what cameras he possesses, how many lenses he can 
call into play, the number of lighting units at his disposal. 
More important, we know his propensities, his limitations 
his 24-hour-seven-day-a-week availability. 

We do not say that the men who make up the INTER- 
STATE network are the best there are. In truth, they are 
no better, no worse, from the standpoint of efficiency ratio 
than the men who work in your company. Ten or fifteen 
percent are superior; we rate about twenty percent as 
good to excellent; the rest range from good, every-day 
journeymen to even the mediocre. But, we know what it 
is that makes a photographer mediocre. He gets careless 
about backgrounds, is unconcerned about ‘good house- 
keeping’, lights the scene in flat fashion, fails to ‘separate’ 
a dark machine from a dark background, injects no human 
interest or size perspective, neglects signed release obtain- 
ment, never gives a thought to the fact that he has to be 
a good-will ambassador, that what he says or does at a 
shooting location will enhance or jeopardize a customer 
relationship. 


How Do We Achieve a Consistent End Result 
on a National Scale? 


Right here we get into the very heart of INTER- 
STATE’s operation. After we have completely familiar- 


PHOTOS OR CASE HISTORY REPORTS...ANYWHERE IN AMERICA...IN 24 HOURS IF NEED BE 


ized ourselves with your requirements, then and only 
then are we in a position to tell a cameraman what equip- 
ment he is to use, the lenses he will find most adaptable 
for the coverage, the type of lighting equipment to be 
employed; we lay down the rules for ‘good housekeeping’, 
stress size perspective inclusion and cover the signed re- 
lease obtainment. We show him visually the type of ma- 
terial you like, as well as pictures that are regarded as 
satisfactory, and why they are unsatisfactory. We do all of 
this in the language that only one ‘take-charge’ pho- 
tographer can use to another. Add to all this the fact that 
our own photo standards are the highest in America, that 
the onus for coming up with a top-flight coverage rests 
squarely on INTERSTATE’s shoulders. Actually, what 
we have accomplished by this pattern is to almost com- 
pletely remove the expected incidence of mediocre pho- 
tography when it is done on the national, or international 
level. 

This pattern that we follow religiously does not mean 
we are making automatons of our cameramen. They can 
create to their heart’s content, exercise their judgment, 
strive for the unusual effort .. . but . . . only after they 
have adhered to the hard-core of our do’s and don’ts. Re- 
member, none of this is theory. We’re producing effective 
photo illustrations in ‘whistle-stop’ areas every minute of 
the day . . . we’re doing more of this work than any one 
else in America .. . we do it better . . . we do it faster. 
We're ideally suited for the manufacturer and its adver- 
tising agency. for we have no other function in life. 


Delivery Time — Method of Printing 


Seven to ten days after we have been favored with 
an assignment, you will have the complete package on 
your desk. That’s normal, but we can effect coverage 
within 24 hours .. . anywhere . . . if you’re faced with a 
jam. Sometimes, because of the very nature of the job, it 
is impossible to complete the handling within the ten day 
period, and when that happens you get progress reports. 


No printing is done at the local level. ALL negatives, 
after developing, are expedited to our New York office 
where printing is done by personnel who do nothing else 
for their livelihood. That way we achieve the utmost out 
of a negative, you get controlled consistent end results. 


INTERSTATE Arranges Photo-Taking Approvals 


One of our strongest points is the manner in which 
we are geared to initiate photo-taking approval on your 
behalf. Let us know who is using your product; we'll ap- 
proach that customer, discuss the problem, obtain his 
approval and deliver the complete package to you . . . all 


INTERSTATE ittnalimal OPERATES IN: 


CANADA @ MEXICO @ ALASKA e HAWAIIAN ISLANDS e CUBA 
ALL COUNTRIES IN SOUTH AMERICA @ ALL COUNTRIES IN EUROPE 
KOREA @ JAPAN @ PHILIPPINES @ AUSTRALIA @ AFRICA @ MIDDLE EAST 
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within our normal ten-day period. 65% of our assign- 
ments are handled on that basis; at least 60 of America’s 
largest corporations vest with INTERSTATE the respon- 
sibility of contacting their customer at the initial level . . 
corporations which have a rigid, definite policy against a 
supplier-approach relax that rule with INTERSTATE. A 
tremendous responsibility, obviously, and as such, we 
exercise our own precautions and safeguards. For ex- 
ample, this phase is handled by one personality in New 
York, never at the local INTERSTATE level. 


Industrial Reporting... How We Do It 


We found out a long time ago that there is only one 
way to come up with a properly executed reporting story, 
and that is basically enough, to use a reporter. Not a 
photographer, who may have a flair for reporting, (nor 
conversely, a reporter who thinks he can ‘snap a picture 
with a Graphic’. There may be a half-dozen photo-re- 
porters in America who can do both elements in profes- 
sional style . .. two of the six men in our New York office, 
for example, fall into that category; but on a national 
scale, a one-man handling translates itself into an inade- 
quacy). All assignments which call for reporting, plus 
photography, therefore, are handled by two men, each a 
specialist in his own field. The reporter will sit down with 
an engineer, works superintendent, foreman, etc., 
and compile a detailed, informative report dramatiz- 
ing the method in which your equipment is being used. 
We'll glean work-loads, maintenance problems, savings 
(either in dollars and cents, or percentages or man- 
hours), comparison to equipment used in the past. Spiced 
freely with user-benefit personal quotes, our reports are 
positive-approach documents. They are never diluted or 
objective, but they are accurate! 


ne Fanaliinel 


INTERSTATE 
DIVISION PHOTOGRAPHERS 


Cost Structure 


It is dificult to apply a rigid cost application until we 
have worked out some sort of norm for your organization, 
primarily because requirements vary so greatly. For trade 
paper advertising, for example, a full day’s efforts run 
somewhere around $150.00, permit you 12-15 photos; a 
half-day might be around $75.00-$85.00, with about six 
photos. Photography, combined with reporting, starts at 
$150.00, with highest figure at $275.00. Some clients may 
want one or two photos for a low-cost use . . . others may 
specify a dozen photos to be sure they get one good illus- 
tration. Therefore, we recommend that you regard these 
price listings merely as a guide of sorts; at least until we 
can pin-point your requirements in proper fashion. 

There are two important facets about our price struc- 
ture, however. One is that you will always know in advance 
what your cost will be for any given job. Secondly, it 
matters not if a job is handled in Seattle, Toronto, New 
Orleans, Richmond, Wahoo (Nebr.) or in a city 30 miles 
from your office. The same common denominator that we 
use to determine a price application is in effect regard- 
less of the geographical location. 


INTERSTATE sets the pattern for photo and 
industrial-reporting on the national and interna- 
tional level. No one else in the field approaches our 
scope of activity ... our desire to please... our 
rapidity of job completion . . . our go-getting pat- 
tern of operation. 

We would like very much to look forward to 
the pleasure of serving your interests. 


DIVISION 


INTERSTATE INDUSTRIAL REPORTING SERVICE, INC. 


GENERAL OFFICES: 675 FIFTH AVE., NEW YORK 22, N. Y., MURRAY HILL 8-1880 


MIOWEST OFFICE: 469 EAST OHIO ST., CHICAGO 11, ILL., MICHIGAN 2-0080 
ALEXANDER ROBERTS: General Manager 


2400 PHOTOGRAPHERS AND INDUSTRIAL REPORTERS ... DIRECTED FROM ONE CENTRAL OFFICE 


i INTERSTATE PHOTOGRAPHERS — Division of INTERSTATE INDUSTRIAL REPORTING SERVICE, 
General Offices: 675 Fifth Avenue, New York 22, N. Y. 


ALEXANDER ROBERTS, General Manager 


Name 
| Company 
| Department 
| Address 
| City and State 


{ (0 Please give me more information about your service. ((] Have your representative call. 
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“[aterstate always gives us excellent photographs and reports” 


says W.H. POLK, Director of Advertising and Sales Promotion, Pittsburgh Corning Corporation 
After futilely trying to explain their photo requirements to dozens of photographers, Pittsburgh Corning 

now uses one source (INTERSTATE) to cover installations anywhere in the country. 

In a memo sent to all Pittsburgh-Corning field personnel, Mr. Polk said. . . “The results given us by INTERSTATE 
have been the best we have ever received. They have consistently come up with excellent photographs 


and case-history reports. Because of the speed, efficiency and quality results offered by this agency, it is to 
our advantage to use their services wherever job coverage is required.” 


“|nterstate gives us extraordinary service on photo assignments” 


says JOHN C. LUCAS, Account Executive—Hazard Advertising Company, New York City 


“INTERSTATE’S photographs have always been excellent. What particularly impresses me is their level of 
consistency. 


Their case-history reports, too, have always been clear, concise and accurate . . . frequently, they obtain 
pertinent and helpful material we had not expected. 
The best feature of INTERSTATE however, is their reliable service. They handle contacts with our clients’ 


customers exceptionally well. INTERSTATE has always followed through thoroughly and delivered a complete 
package on schedule.” 


“We can rely on Interstate for photos and facts that editors use” 


says NORMAN ODELL, Manager, Publicity Department, G. M. Basford Company, New York 


“It would be uneconomical and practically impossible for us to track down and document all the case 


history stories we prepare for our clients and place with editors without the dependable photo-reporting services 
of INTERSTATE. 


When we assign a job to INTERSTATE, we know we will get good, realistic photographs, and any facts 
we may need for a newsworthy story—all in plenty of time to meet the editor’s deadline. And, equally 
important, we can be sure that wherever INTERSTATE goes on a job, inconvenience to our clients and 

their customers, and interruption of normal operation, will be kept at a minimum.” 


“We never worry when Interstate takes the pictures” 


says AL SNEDEN, Art Director, BBDO Pittsburgh 


“Even when I can’t supervise the job myself, I have complete confidence in INTERSTATE to Cover most any 
photography assignment for our clients. INTERSTATE has taken the time to learn our problems, so 

we seldom have a slip-up. I don’t have to nurse-maid the jobs, we get frequent progress reports, deliveries 
are made when promised, and the quality of work is high whether black and white or color.” 


“[nterstate’s case-histories on our technical products give us sales ammunition” 


says A. RICHARD KILGORE, Sales Promotion Manager, Baldwin-Lima-Hamilton Corp., Philadelphia 
“We believe strongly in the value of well-illustrated case histories for use throughout our promotion 

program. The problem of obtaining these has been greatly reduced since we started using the services 
provided by INTERSTATE. Their case-histories on our technical products have given us excellent sales 


ammunition . . . their photographs have consistently reflected use of imagination and good technique.” 


“lnterstate is my idea of a ‘take-charge’ photo organization” 


says W ALTER KOONS, Account Executive—Fuller & Smith & Ross, New York City 
“Securing striking, technically accurate photographs of industrial equipment installations throughout the 
country is a rough assignment at best. When you add the element of speed, the job becomes twice as 


difficult. It is satisfying to know that when the assignment is handled by 1nTERSTATE, I do not have to worry 
about the outcome. 


INTERSTATE takes complete charge from the time the assignment is placed until the finished prints are 


on my desk. Best of all, due dates are met without fail, technical details are correct, and photographic 
quality is A-1.” 


“Interstate offers the best coordinated photographic service we have found...” 


says BAYARD ALLIS, Director of Public Relations and Advertising, Barium Steel Corporation 
“With 16 affiliated companies, all in different lines of business and scattered across the country, the 
photographic problems of Barium Steel are difficult and complex, to say the least. 


Whether the assignment is pictures for advertising, for publicity, or for sales purposes, INTERSTATE offers the 


best coordinated photographic service we have found; they consistently produce excellent photos and 
facts on time to solve our diverse problems,” 
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New York the other day. One idea 
in Mr. Trett’s talk particularly 
caught our eye. 

Talking about competition in the 
printing industry, Mr. Trett listed 
several areas worth watching. Among 
these was “a sort of chain-store op- 
eration of big out-of-town printers.” 

“These big boys,” he said, “will ex- 
pand equipment and plant, will build 
new plants around the country, 
they'll increase the number of re- 
gional offices, and the number of 
salesmen. They will have the money 
to dot the country with creative tal- 
ent to back up their huge plants, and 
they'll be out for printing jobs, big 
and small. 

“In this jet-propelled age, plates, 
proofs and even commercial printing 
will be sent overnight from one of 
these giants in Moline, Aurora, or 
Timbuctoo, to a buyer in New York, 
just as easily as you send proofs up- 
town from Varick Street. Stealing 
the idea from big chain _ busi- 
nesses, you'll have, for example, a 
reasonable facsimile of an A&P 
Printing Company office in every big 
city in the country.” 

In light of some of the develop- 
ments of the past couple of years, 
Mr. Trett may prove to be a first- 
rate prophet. 


>We received an interesting set of 
playing cards from Reynolds Metals 
Co., Louisville, the other day. On 
the box was this explanation: 

“We're flabbergasted! When we 
began to count up the number of 
promotions that Reynolds has staged 
for you on behalf of Reynolds Wrap 
and other Reynolds consumer prod- 
ucts, even we were surprised! 

“By printing each one on a sep- 
arate playing card we hope to show 
you how Reynolds consistent adver- 
tising, merchandising and promotion 
helps you sell more Reynolds Wrap.” 

Each of the 52 cards had a different 
three-color message, complete with 
an illustration. No question but what 


A REYNOLDS WRAP 
RAINBOW IN-STORE 
& PROMOTION 


the promotion people at Reynolds 
have been mighty busy. 

We question, however, Reynolds’ 
choice of copy for the joker. The 
extra card in this deck simply car- 
ried the message: 
let up.” 


“Leaders never 


>Ken Arvedon, executive secretary 
of the Exhibit Producers & Designers 
Assn., called the other day to report 
on an interesting project on which 
EPDA has been working. 

A continuing headache for exhibit 
producers has been damage to the 
edges and corners of exhibits when 
such units are shipped uncrated to 
local shows. However, the time and 
cost of corrugated wrapping or 
cleated boxing has always seemed to 
be out-of-order. 

To help solve the problems, the 
association has developed a simple, 
but highly effective, corrugated cor- 
ner protector, die-cut, and adjust- 
able so that it will fit on different 
size corners of painted panels (see 
cut). The protector is placed on the 
corner, wrapped around the panel 
and stapled on the back. 

The association is making the pro- 
tectors available to all of its mem- 
bers. Several of the EPDA member 
firms are using the corner protectors 
on finished panels which must be 
stored in the shop until the balance 
of a job is completed. They report 
that the protectors save touch-up, 
repair and refinishing. 

The protectors are so simple that 
they easily fall into the “why didn’t 
I think of it myself” category. Their 
availability through the association 
should be a big help in getting rec- 
ognition for the relatively young 
EPDA, which just recently held its 
first national convention. 


> There’s always something new un- 
der the sun when it comes to trade 
shows. But the announcement of the 
Third International Automation Ex- 
position to be held in New York in 
November contained some interest- 
ing innovations worth reporting: 





BIG NATIONAL 
ADVERTISERS USE 


Tt bal aoe 


because... 
they’re 


SUPERIOR 


PRE-TESTED 
FOR 


WEATHER-WEAR 


Paint Enamels used 
are made to GRACE 
specifications for 
weather resistance. 
They are pre-tested 
for quality control. 
This eliminates all 
guesswork and as- 
sures longer service 
life. You can depend 
upon Grace quality 


SILK SCREEN 
PROCESSED 


Our spectal method 
of applying colors to 
a faithful reproduc- 
tion of the product or 
design, is fast, accu- 
tate and artistic 
They haveeye - and 
buy - appeal. Over 35 
years of Know-How 
backs every sign 
produced by GRACE 


ae 
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Pi ae 

ae mls 
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WE DESIGN ANY 


TYPE OF SIGN 


You may, at times, 
desire special signs 
Just let us know. We 
will even make up a 
sample sign from 
color sketches for 
approval. There are 
no obligations. What 
are your needs? 


SEND FOR CATALOG 


IN FULL COLOR... 


+k es 


3601 So. 2nd St., St. Louis 18, Mo. 
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On guard 24 

hours a day, to 

protect your 

sales promotion 
.. Eureka 


\ 
\ Safety Paper 


Contra! 


ron Constantly 
~“ 


watching the 


trend of your 
business... 
Eureka Serial 


Numbering 


PROTECTION AND CONTROL ARE TWO 
WORTHWHILE ADVANTAGES OF TURNING 
TO EUREKA FOR YOUR TRADING STAMPS, 
COUPONS, CERTIFICATES AND TRADING 
STAMP COLLECTION BOOKS. YOU SOON 
DISCOVER OTHER BENEFITS. FOR THROUGH 
TOP-FLIGHT KNOWHOW EUREKA PROD- 
UCTS COMBINE SERVICES THAT ASSURE 


THE SUCCESS OF YOUR PROMOTIONAL 
EFFORTS. 


WE'D LIKE TO TELL YOU MORE ABOUT IT, 
— WON'T YOU DROP US A LINE? 


EUREKA SPECIALTY PRINTING CO., 
568 ELECTRIC STREET, SCRANTON, PA. 


MANUFACTURERS OF WORLD FAMOUS 
DUPLISTICKERS, DUPLIQUIKS and DUPLISNAPS. 
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e All charges are being combined 
into a single space rental fee. This 
includes such items as telephone, 
furniture, extra lighting, etc. 
e Exhibitors can entertain in their 
exhibit spaces. 
e Exhibitors can arrange for clinics 
covering the products which they 
have on display. 
e A complete technical description 
in book form is being given to all 
exhibitors so that the show will last 
for a much longer period than just 
the time the products are on exhibit. 
The sponsors are calling it “the 
show of the future.” Many exhibitors 
will cross their fingers on that one- 
particularly the single fee idea. 


> We have been following with con- 
siderable interest the “new look” in 
the post office department. In the 
past couple of years, postal officials 
have done much to sweep the cob- 
webs out of some of the ancient reg- 
ulations which have complicated use 
of the mails by advertisers and pub- 
‘ishers. 

For example, we received a release 
the other day confirming the estab- 
lishment of “combination mail” on a 
permanent basis. Combination mail 
permits a mailer to enclose a letter 
or message inside a package or pub- 
lication without having to pay first 
class postage for the entire “pack- 
age.” 

This new service first became ef- 
fective in November on a 60-day 
trial basis to give the public ample 
time to forward comments or sug- 
gestions on the value of such a serv- 
ice. Even the idea of trying new 
ideas on a temporary basis and giv- 
ing the public an opportunity to 
forward comments and suggestions 
is good evidence of this postal “new 
look.” 

The way it now stands, on a per- 
manent basis, combination mailers 
can enclose letters or other single 
pieces of either first or third class 
mail inside fourth class parcels or 
inside copies of publications mailed 
under second class mail entry. Single 
pieces of first class mail may also 
be placed inside third class packages. 
The mailer then indicates the pres- 
ence of the letter or message inside 
the package and pays the appropriate 
postage on it plus the postage for 
the package itself. 

In next month’s AR, Washington 
Editor Stanley E. Cohen will review 
the complete scope of the post office 
department’s “new look,” and show 
how the developments are being 
used effectively by advertisers and 
publishers. 


> As we announced in the January 
AR, our schedule for the year in- 
cludes a number of articles telling 


how advertisers are making use of 
the promotion potential supplied by 
Disneyland, the new California 
pleasure park. The second article in 
this series, telling of some of the in- 
teresting audio-visual devices being 
used in Disneyland’s commercial 
exhibits, appears on page 39. 

The ingenuity displayed by the 
Disneyland exhibitors may well set 
the pace for new advances in general 
exhibit techniques—not that this field 
has suffered at all from a lack of 
progress and originality in the past. 
As a matter of fact, there is probably 
no area in the advertising and pro- 
motion field where such a high de- 
gree of ingenuity has been displayed 
regularly. 

It isn’t so much that the compli- 
cated and expensive exhibits of Dis- 
neyland have a direct application to 
trade shows, expositions, state fairs 
and other more common exhibits. 
But there are certainly opportunities 
galore for application of the thinking 
behind the Disneyland displays, as 
well as opportunities for developing 
more economical applications of the 
techniques and devices drawing the 
crowds to the California park. 

We have heard rumors that Dis- 
neyland hasn’t been too successful. 
But a late report from our Los Ange- 
les correspondent, Phil Seitz, indi- 
cates that, like so many rumors, it 
just “t’aint true.” A report of the first 
six months of operations reveals a 
total of 2,005,362 people have visited 
Disneyland since it opened on July 
18—within 3° of the pre-opening 
estimate. Adults outnumber children 
by four to one. 

Of the total, 35°, have been non- 
Californians, including visitors from 
all 48 states and 63 foreign countries. 
Research interviews indicate that 
Disneyland was an important factor 
in influencing these out-of-state vis- 
itors to join California’s record- 
breaking tourist rush. 


PRINTERS LOVE ... 





“Aw, c'mon now, Dan—you can give an 
earlier delivery than that! I’ve been in 
and out of printing shops all my life 
and... 








SPOTLIGHT 


ee — - 
* 


Portrait of Claes Duyst Van Voorhout by Frans Hals in the 
Jules S. Bache collection— New York Metropolitan Museum of Art. 


Ask your printer or paper merchant to show you the Rising catalog 
containing a superior paper for everything from a wedding 
announcement to a stock certificate. Qualities up to 100% Rag. 


RISING PAPER COMPANY...IN THE BERKSHIRES, HOUSATONIC, MASS. 
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Chicken-Of-The-Sea Tuna mermaid ... charming detail of a vacuum formed, 


flasher-illuminated display, an LNA Award winner with a remarkable sales record 


ORIGINAL SCULPTURE from which the 
relief mould was made for vacuum 
forming the Chicken-Of-The-Sea Tuna 


display, illustrated above. 
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On these pages are illustrated vacuum formed 
displays . . . three-dimensional, with depth, convincing 
contours, realistic representation, true color. 

They are light in weight, virtually unbreakable, 
resistant to weather, heat, cold moisture, handling . . . 
washable, can be lighted inside . . . semi-permanent, 
last for years. More exact than relief reproductions in 
metal, wood, plaster, or wax, they can be produced 
in unlimited quantities. 

The process starts with a sculptured relief model, 
from which a mould is made. A lithographed plastic 
sheet is laid over the mould, and heated. Air is sucked 
out of the mould, and the hot plastic conforms to the 
relief surface, and cools to a plastic replica. 

Anything that can be lithographed on plastic can 
be vacuum formed. . . beer bottle or heroic head. 

The vacuum formed display delineates your 


package or product more faithfully, more factually 
... emphasizes advantage or usage, has novelty and 


distinction ... gets a warmer welcome and longer 
tenure ... conveys a message more effectively, more 
lastingly . . . increases immeasurably the value of 
your display expenditure. 

Having made more than a half-million vacuum 
formed displays . . . Einson-Freeman has the 
experience to make the best. For more potent 
point-of-sale promotion, find out about vacuum 


formed display . . . Phone, wire or write... 


insOn-Frreeman GO.,, Inc. 


Makers of displays that make sales 
Starr & Borden Avenues, Long Island City 1, New York 


an 
EXECUTIVE 
CAREER 
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Women’s Army Corps placque Wiedemann’s Beer 


tS 
S 


wire’ wa’ Coes @ / ‘w 7 WHEDEMMANNS 
a BEER 


ws REGISTERED 


with realistic WAC figure, used as placque of impact styrene with 


display in recruiting 


realistic geese, injection moulded 


Pontiac placque 

with car emblem in relief 

. . one of a Fisher Body series of 
four, for General Motors dealers 


Necchi sewing machine replica, twice 
size... displayed instead of real 
machine, saves dealer inventory 


Artcarved diamond rings 
display, with antique gold 
vinyl frame... First Award 


in 1955 LNA competition 


Old Crow t:ademari 
character, in three sizes, from 
10 to 30 inches . . . for display 
in any type of outlet 


March 1956 ¢ ar « 15 





CATALOGS 


Should Be 
PRACTICAL 


Loose-leaf—for easy addition or deletion 
of pages. Durable—because they get a lot 
of handling. Flat stacking—for neat desk 
piles. Flat opening—for easy handling and 
readability. Expandable—for additions of 
possibly bulky material. Economical—be- 


cause quantities run into money. 


This all adds up to Accopress Binders for 
your catalog covers. They give your cata- 
logs all the above advantages—plus all the 
appeal you can build into a cover with 
color, embossing or printing. 

Write us your needs, or ask your stationer 
to show you the complete Acco line for 
keeping papers together in every depart- 


ment of your business. 


The Accopress 
Binder com- 
bines loose leaf 
convenience, 
large capacity 
and economy 
Ideal for Cata- 


log Covers 


When transfer time 
comes just slip the 
bound papers from the 
iccobind Folder, insert 
a new Acco Fastener 
and the Folder is ready 
for another year's fil- 


ing. 


ACCOBIND folders 
ACCOPRESS binders 
PIN-PRONG binders 
(for marginal multiple punched forms) 
ACCO clamps 
ACCO punches 
THE ACCOWAY SYSTEM 


(for filing Blueprints and all large sheets) 


and other filing supplies 


ACCO PRODUCTS, Inc. 
Ogdensburg, New York 


In Canada: Acco Canadian Co., Ltd., Toronto 
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READERS 


They Like AR 


e ...In consolidating accumulated 
material in my office I found that 
pieces from AR just about domi- 
nated the collection. 

It’s quite true that again and 
again you publish articles that I find 
singularly helpful and which I save 
in my permanent files for subse- 
quent use and referral. AR is, with- 
out question, one of the most val- 
uable publications we receive at the 
agency. 

Lynn C. WIMMER 
Vice President, Burton Browne 
Advertising, Chicago 


e ...In this field, where a penny 
saved is a penny spent to help peo- 
ple, efficiency in promotion tech- 
niques is not only a budgetary must, 
but a heartfelt necessity. Therefore, 
it is a pleasure to tell you that AR 
becomes more and more valuable. 
We read every issue from cover 
to cover, including the ads, like 
never before! 
Copy PFANSTIEHL 
Director of Public Relations, 
Community Chest Federation, 
Washington, D. C. 


e It may sound superfluous to con- 
tinually add our praises to those al- 
ready expressed for the fine job you 
folks are doing with AR, but it 
seems to me that the reader interest 
and complete coverage of the ad- 
vertising industry increases with 
every issue you folks get out. 
Again, my heartiest congratula- 
tions for doing what I consider to 
be the outstanding job in this field. 
Rosert E. Yaw 
Vice President, Souvenir Lead 
Pencil Co., Cedar Rapids, Ia. 


Captive Plants 


e I have just finished the first in- 
stallment of your series on “Captive 
Printing Plants” (Crossroads for 
Captive Plants, Pg. 35, January AR). 
It’s an excellent job and I am look- 
ing forward eagerly to subsequent 
reports. This is a job that has needed 
to be done for a long time. 

In your discussions I hope you will 
take a long look at the proper appli- 
cations of the small offset presses 
(Davidson, Multilith, etc.). As you 
point out, a great many firms have 


started using these machines in the 
hope of saving money by doing their 
own printing. But they have never 
been given the economic facts of life 
about such machines. They fail to 
realize that to operate economically 
such machines need skilled person- 
nel, volume and auxiliary equipment 
(paper cutter, drill, folder, etc.). A 
great many businesses are finding 
that printing even on the seemingly 
elementary level is a highly spe- 
cialized business. 
C.Layton B. PETERSON 
Director, Public Relations, Wag- 
ners Printers, Davenport, Ia. 


e Thanks for the splendid article, 
“Crossroads for Captive Plants” (Pg. 
35, January 1956 AR). 

The obsolete and inefficient facil- 
ities of private plants are disappear- 
ing. 

Duplicators will continue to be 
sold until the buyer discovers the 
limitations of the gadget, and until 
the small commercial printers and 
letter shops awaken to the lucrative 
market for overnight service print- 
ing at an attractive price. 

C. C. MEANS 
Chairman, PIA Private Printing 
Plant Committee, Washington, 


D. C. 


e I am much interested in your 
series of articles on the private 
printing plant problem, and I ap- 
preciate receiving copies of the ar- 
ticles. I think you are doing an 
excellent job for the industry. 
JAMES R. BRACKETT 
General Manager, Printing In- 
dustry of America Inc., Wash- 
ington, D. C. 


Collotype Printing 


e Your December 1955 issue carried 
a short article on collotype printing 
as used by Hart, Schaffner & Marx. 
One justification for the use of col- 
lotype over photo prints was the 
cost factor, and I would question 
this. 

The article mentioned “approxi- 
mately eighteen 11x14” black and 
white prints . going to 200 key 
outlets,” and gave the cost of such 
prints as $1 apiece, or $3,600. There 
are at least a half dozen organiza- 
tions around the country which will 
make 11x14” glossy prints in quan- 
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Alamo ¥ 


TEXT AND COVER 








to assure 


the finest printing 


specify Alamo 


text and cover 


ALAMO is the finest sheet of paper made by 


Kodachrome of the Portland (Maine) Head Light by Kabel (Publix) 


Chillicothe Paper Co. It is 
becoming more and more popular with lithographers and 
advertisers because it combines superb opacity with a 
remarkable ease of handling on the press. 
With Alamo quality, you get complete assurance 


for your finest printing. 


5) 


This insert lithographed in five process colors on Alamo Text, § mooth Vellum Finish, Basts 





Available in three weights: Basis 17 x 22 — 24, 28, and 
32. Smooth Vellum Finish in stock. Other finishes 


available promptly from the mill. 


x 38 


r Alamo 


COVER 


Available in two weights: Basis 20x 26—65 and 80. 
Smooth Vellum Finish in stock. Other finishes such as 
Vellum, Gloss, and Embossed are available promptly 
from the mill. 


26 x 40 


35 x 46 


pwithe. ee bet tif tegd town 
CHILLICOTHE PAPER CO. 





tities of 100 or more in a price range 
of 17 to 27 at 5¢ apiece. At 17¢, 
HS&M could save $188 over the cost 
of the collotype printing, if cost 
were the only factor. 

The many other advantages of this 
reproduction method were men- 
tioned in the article, and probably 
should have been the ones stressed. 

H. W. Mattson 
Bristol News Service, Water- 
bury, Conn. 


CHANNEL MASTER 
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AR Amazes 


e AR continues to amaze me. 

In the December AR, you were 
good enough to include my story 
concerning the Channel Master 
Corp.'s heavy emphasis on attrac- 
tive trade literature to glamorize tv 
antennas, a normally unglamorous 
product (see “Glamor for a Plain 
Jane.” page 25). Alongside the 
story's head, you printed a cover of 
one of our catalogs (see cut). We 
have been busy ever since. 

Channel Master has been besieged 
by requests for copies of this cata- 
log cover. They have come from art 
instructors, advertising agencies, in- 
dependent art studios and manufac- 
turers of diversified technical prod- 
ucts. This has completely spoiled 
our art director, Al Sokol, who 
painted the original water color. I 
have the feeling that upon receipt of 
just one more laudatory comment 
he will be asking for a private office. 
You have unwittingly created a 
minor havoc—a pleasant kind of 
havoe. 

Incidentally, since Channel Master 
has taken such pride in this particu- 
lar cover, we will be happy to sup- 
ply copies to any of your readers 
who request them. 

DANIEL S. ROHER 
Advertising Counsel, Channel 
Master Corp., Ellenville, N. Y 
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The following letters are typical of 
many received by AR. In all cases 
we try to supply as much helpful 
information as possible. However, 
we are regularly publishing some of 
the letters in this column with the 
thought that perhaps some of our 
readers would like to assist us in 
providing desired details. AR will 
gladly forward any letters in answer 
to such requests. .. . Ed. 


Searching for Room 
Planning Kit 


e ...you might be able to help me 
locate a source from which I can 
obtain a sample of a cutout room 
planning kit. 

I am familiar with the type of 
furniture arrangement kit that is 
presented in booklet form and con- 
tains diagrams of furniture to cut 
out and move around on squared 
paper. These kits, I know, have been 
issued occasionally by decorating 
magazines. But the type of kit I wish 
to locate has a three dimensional 
effect. One is provided with several 
sheets of cardboard, out of which 
one punches three or four walls and 
miniature furniture which is assem- 
bled by the slot method. 

I understand such a kit is in exist- 
ence and I would be grateful for any 
help you can offer me in locating it. 

P. MANNING 
Harold F. Stanfield Ltd., Adver- 
tising, Montreal, Que., Canada 


Sponge Rubber 


e Can you tell us where we can 
find a manufacturer of sponge rub- 
ber articles? 

We would like to locate one who 
can make a sponge rubber dog, on 
which we can put our collar for 
dealer display and demonstration 
purposes. 

M. JONES 
President, The Show-Off Corp.. 
Atlanta 


Dry Decals 


e Can you tell us who manufactures 

decals that can be applied without 
wetting? 

WiuuiaM K. PoLiock 

Advertising Assistant, Bostitch, 


Wester ly 2 
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LEEN-STIK 


A New “Hat” for KLEEN-STIK 


3 years and 36 columns after our 
first “Stickin’ Around’? message, 
we're celebrating our birthday by 
wearing aslick new “topper.”? We're 
still doing business at the old stand, 
bringing you new, profitable ideas 
about KLEEN-STIK — the always 


new miracle moistureless adhesive! 


New ‘See-Thru”’ for 
TAMPA CUBS 


Transparent window and door signs 
help build solid sales for TAMPA 
CIGAR CO., INC., of you-know- 
where, Florida. Prexy CHARLIE 
STICH, a KLEEN-STIK fan of 
long standing, sticks with “more of 
the same”’ in this new application. 
The “wide-open,” colorful trans- 
parency goes up easily on the inside 
of windows or doors with peel-and- 
press KLEEN-STIK strips. Deal- 
ers like the way it “floats”? before 
customers’ eyes without cluttering 
up the view. Big eye appeal in small 
area was cooked up in conjunction 
with D. G. DANIELSof DANIELS, 
INC., Tampa screen printers. 


shy 


Talk about Babies! 


This “Baby Time” shelf talker does 
itfor LIBBY, Mc NEILL& LIBBY, 
Chicago packer, in a way customers 
can’t miss. Projecting from. shelf 
edges with die-cut-and-scored “dou- 
ble-talk’’ construction, the copy 
plugging Libby’s Baby Food TV 
show is visible from both sides. 
KLEEN-STIK strips hold it firm/ 
to shelf edges or cash register. 
Planned and merchandised by 
LIBBY’s Ad Department staff, with 
striking 2-color printing on 
KROMEKOTE card stock by E. 
RAYMOND WRIGHT, Chicago. 


Have vou a favorite KLEEN-STIRK 
display or label vou'd like to see 
featured in this column? Send us a 
sample and full details, including 
the names of the people responsible 
for designing and producing it. 
There’s a valuable surprise prize for 
every contributor! 


KLEEN-STIK PRODUCTS, INC. 


7300 West Wilson Avenue ¢ Chicago 31, Ill. 
Pioneers in pressure sensitives for Advertising and Labeling 
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Wherever you go... you see big names. . 
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You see them everywhere—signs that 


catch your eye because they are made of 


PLEXIGLAS” acrylic plastic. All across the 
country, they speak for well known com- 
panies in a way that provides a compcti- 
tive advantage. 


It’s easy to recognize signs made of 


PLEXIGLAS. They are completely lumi- 
nous from internal lighting at night. Day 
and night, they are clean, fresh and color- 
ful in appearance, with outstanding legi- 
bility and attention power. 


PLEXIGLAS—the strong, weather-resistant, 
outdoor plastic—can heighten the etlec- 
tiveness of your sign program, whether it 
involves a single sign or thousands. We 
would like to send you our full-color bro- 
chure that shows examples of the many 
types of sign designs that are possible. 
Write for it today. Ask us, too, for the 
names of PLEXIGLAS sign companies in 
your area and for samples of the colors 


in which PLENIGLAs is available. 


Chemicals for Industry) 
rd ROHM ¢ HAAS 
— COMPANY 


WASHINGTON SQUARE, PHILADELPHIA 5, PA. 


Representatives in prince pal fore an countries 


Canadian distributor: Crysial Glass & 
Plastics, Lid., 130 Que n’s Quay at Jarvis 
Street, Toronto, Ontario, Canada. 
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Want Address 


e On page 114, January 1956 AR is 
shown a cut and short description of 
an envelope stuffer, Insert-O-Matic 
51 manufactured by Printing De- 
vices Inc. We are very much inter- 
ested in a machine of this sort, but 
the address of the manufacturer is 
not given. If you can supply us with 
this address we will be very ap- 
preciative. 
Cart von Lautz 
Vermont Agricultural Extension 
Service, Burlington, Vt. 


e In the January 1956 AR you illus- 
trate on page 114 an Insert-O-Matic 
envelope stuffer manufactured by 
Printing Devices Inc. 

As I am extremely interested in 
such a device for use in our mail 
and advertising room, I would ap- 
preciate it if you could tell me where 
this company is located. 

J. D. Moore 
Supervisor, Advertising Depart- 
ment, Manning, Maxwell & 
Moore Inc., Stratford, Conn. 

Printing Devices Inc. is located at 
108 N. State St., Melrose Park, 
Wu. ... Ed 


Die-Cut Cards 


e We need to know a source of in- 
formation on die-cut cards which 
may be suitable for envelope stuffers 
or inserts. We would prefer litho- 
graphed cards which may be im- 
printed and are cut into the shape of 
paint brushes, buckets of paint, hand 
tools or other items carried by a 
lumber yard or building material 
supplier. 

A second item is a copy of an 
early day stagecoach ticket or pass. 
This will be used in connection with 
an open house, in which rides in a 
stagecoach will be part of the pro- 
motion. 

Can you also refer us to some 
source which could tell us the ma- 
terial used, size of letters and 
method of attaching signs which 
would be towed by an airplane? 

GEORGE BURKE 
Advertising Associates, Colo- 
rado Springs 


Inquiry Handling 


e What information, reprints or the 
like can you send me on how other 
companies handle inquiries from the 
public and from potential dealers 
and distributors, resulting from their 
consumer and trade-paper adver- 
tising? 
FREDERICK G. BROWNELL 
Public Relations Consultant, 
Detroit, Mich. 
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Advertising Film 


e We are interested in obtaining a 
short film on the subject: “How Ad- 
vertising Helps the Salesman.” The 
film we have in mind would show 
how the advertising effort in a 
typical firm creates sales leads for 
the salesman and supplements his 
efforts in the field. 

Would you have such a film avail- 
able? If so, would you please send 
me details on how we can obtain 
this film? If you don’t have such a 
film available, would you have any 
idea where we might obtain it? 

Georce O'REILLY 
Assistant Advertising Manager, 
The Wm. S. Merrell Co., Cin- 
cinnati, O. 


Wants Estimator Dial 


e Can you give us any information 
leading to the whereabouts of a 
printer who specializes in making 
paper Dial-o-matic estimators to 
specifications? 

One of our clients is interested in 
purchasing 250-500 two-color, cost 
per-spot radio estimators. Is it pos- 
sible that this is a stock item with 
room for imprinting? What would 
be the cost if made to our speci- 
fications? 

Any information will be appreci- 
ated. 

MARGARET WILKINSON 
Rockwell Advertising Inc., 
Providence, R. I. 


Needs Help 


e We have a client who is interested 
in having built a case, bulletin board 
or something of the kind for adver- 
tising. 

The display will contain a ther- 
mometer, a barometer and a clock. 
We are anxious to know of some firm 
or firms that could make such a dis- 
play or could supply the thermome- 
ter, barometer and clock. 

We would appreciate this infor- 
mation right away. 

J. RayMonp Dopson 
Dodson Advertising Agency, 
Texarkana, Ark.-Tex. 


Distortion Camera 


e We are trying to obtain the serv- 
ices of a distortion camera. It is my 
understanding that at one time such 
a camera was in service in the Hart- 
ford area, but the company has since 
moved. I would like to know where 
we may contact someone in that 
business. 

LAWRENCE M. BLANCHARD 
Advertising Production Man- 
ager, Resolute Insurance Co., 
Hartford 
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JESLEECK'S THIN PAPERS 


The only 
concern in the United 


States specializing in the 





manufacture of rag fiber 
Onion Skin and Mani- 


fold papers. 








is the only 25% rag fiber | 
Manifold paper nationally | 
distributed by Wholesale 
Paper Merchants. 


Recommended for: 


Thin Letterheads 
Copies 
Records 
Forms 
Advertising 


SEND FOR SAMPLES 








ESLEECK 


Manufacturing Company 


Turners Falls, Mass. 
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a. DOES IT 


ALL-PURPOSE 


COPY MAKER ; . 
. Ne ee GPA ANGTIANG 


j On 
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All-Purpose =ey @ - / IT'S THE BRAND NEW 
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way ever to speed up a SAL . ? Ap ECO 
ToC aS 
routine office ; 7 aS ae) 


copying. 


DIAL-A-MATIC 


f 
/ Now get copies of anything written, printed, typed, drawn, photo- 
graphed or blueprinted. All copies made the same easy way right 
in your own office. 


Here is the one copy maker that fulfills all copying requirements 
of offices large and small. The new Apeco Dial-A-Matic Auto-Stat 
offers hundreds of money and time saving uses. It is so low cost it 
pays for itself in less than a year .. . even when less than 5 copies a 
day are needed. It’s fast, economical, and so easy to operate with 
revolutionary finger tip dial control. It’s light weight . . . compact 
to fit on the corner of any desk and styled in gleaming mirror 
finish stainless steel .. . free lifetime service guarantee. 


It’s All-Purpose. Copy any color, opaque or transparent original 
printed on one or both sides. Make copies up to 15 inches wide, 
any length! Anything on the original must appear on the error-free, 
permanent and legally accepted Apeco copy. 


Styled by Charles E. Jones & Assoc 


_Send for NEW FREE BOOK | 


American Photocopy Equipment Co. 
1925 W. Peterson Ave. 
Chicago 26, Ill. 


Rush me, without obligation, your free booklet on new Apeco Dial-A- 
Matic Auto-Stat copying. I understand this factual report will show me 
how I can improve the efficiency of my business as well as increase 
work output. 


Name 
Address 
Firm 


City State 
in Canada: Apeco of Canada, Ltd., 134 Park Lawn Rd., Toronto, Ont 
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SPRINGTIME IN SALEM. AN ETCHING BY SAMUEL CHAMBERLAIN 
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I SOLVED IT 


Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ADVERTISING REQUIREMENTS will pay 
$10 each for items published here. Send materials to Editor, 
ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 11. 
No material will be returned unless specifically requested, 
and accompanied by return postage. 


Previews Halftone Results 
With Screen-Tint Selector 


On many painful occasions we re- 
ceived offset and letterpress proofs 
only to find that we were far off in 
estimates of how continuous tone 
illustrations would withstand screen- 
ing and reduction. 

We solved this problem through 
the use of the Alnor Screen-Tint 
Selector (see “Screen Tint Selector,” 
pg. 82, October 1955 AR) in combi- 
nation with a good 3” diameter re- 
duction glass. 

Focusing the subject in the reduc- 
tion glass in proportion to the 
planned reduction, we then place the 
appropriate transparent Alnor screen 
over the image on the glass. 

If a 6” illustration is to be reduced 
to half-size, 120 screen reproduction, 
the image on the glass should fill the 
3” diameter. 

While the Alnor screens are “tint- 
ed” in various percentages, using 
the 10% tints will compensate for the 
normal 10° loss in reproduction, 
thereby providing an accurate “pre- 
view” of the finished halftone re- 
sults. 

Art Haut 
Advertising Manager, Wall 
Trends Inc., Brooklyn, N. Y. 


Artist Uses Scotch Tape 
For Making Neat Erasures 


Erasing layout lettering or design 
in a finished layout is often more 
artistically difficult than the original 
work. This is especially true when 
the erasing must fit in a definite area 
without smearing nearby copy. 

Here is a technique I use with 
great success: Prepare a scrap paper 
by cutting it to the exact size and 
shape of the area to be erased. Use 
this as a template to cut the exact 
shape from a large sheet of trans- 
parent Scotch Tape. 

Lay the Scotch Tape over the copy 


to be erased and rub it in well with 
an orange-stick or similar tool. Leave 
it on for a few minutes to get good 
adhesion, then simply lift the tape off. 
Since the tape will take a thin film 
of paper with it, the erasing is done. 
However, if it doesn’t come off in one 
application, repeat as often as neces- 
sary to remove the copy. If done 
with care you get a feathered edge 
which defies detection in photog- 
raphy. 
Davin GNESSIN 
Advertising Director, Transvi- 
sion Inc., New Rochelle, N. Y. 





Makes Parallel Lines 
With Coin or Washer 


Finding an easy way to make a 
series of equi-distant parallel lines 
on illustrations or diagrams of cross- 
sections was a big problem for me. 

I finally found the solution to this 
problem by using a small 45 degree 
triangle and a coin or washer. When 
manipulated as follows, it does the 
trick! 

e Place T-square and triangle over 
paper tacked to drawing board. 

e Place coin in contact with triangle 
as shown at “A.” 

e Draw a line on the paper along the 
hypothenuse of the triangle. 

e Hold triangle in same position and 
slide coin to position “B.” 

e Making sure that the coin touches 


Huntg Fr Price 
As U Can See 
Is Lots F Fn 
& U Gt All3 


QUALITY 


SERVICE 
100 


GENUINE PHOTOS 
CUE aT 


FROM YOUR NEGATIVE 


SLUT aan Ae 


BUFFALO PHOTO, COMPANY 
EY MA co) eam or cro mom tt) lel: 
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ADD -A-TYPE 


— THE EASY WAY TO SET 
YOUR OWN TYPE HEADINGS! 


1. Draw a guide line on your artwork 
with a light blue pencil. Score around 
letter and bottom guide line with razor 
or cutter. 


2. Place letter in position on copy so 
that black guide line registers with 
your blue line. When complete word is 
in position rub the type down to 
make it adhere. Cut off black guide 
lines and your copy is ready! 
Add-A-Type offers over 300 type faces, 
arrows, symbols, etc. on self-adhering 
transparent plastic sheets. 


only 85¢ per full sheet 


Write on your letterhead for Add-A- 
Type catalogue showing complete line. 


a product of 
America’s largest Art Supply Center 


ARTHUR BROWN & BRO., INC. 
2 W. 46th St., New York 36, N. Y. 
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How To Get Your FREE Ribbon wisi, sour puesen: carton paver 


ribbon, type this line on your business letterhead: “Saw ad in March Advertising 
Requirements.” Include typewriter make and your name. Mail to Columbia Ribbon 
and Carbon Mfg. Co., 973 Herb Hill Road, Glen Cove, N. Y. 

*Note: Carbon ribbons do not fit fabric ribbon-using typewriters. 


RIBBONS - CARBONS - DUPLICATING SUPPLIES 
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two inner sides of the triangle, slide 
triangle to the left till it touches the 
coin. 
e Draw another line on the paper 
along the hypothenuse of the tri- 
angle. 

This procedure can be repeated for 
drawing as many parallel lines as 
desired. Cross-hatching or squares 
may then be made by afterwards re- 
versing triangle and working in op- 
posite direction. 

One word of caution, however. The 
size of the coin or washer is impor- 
tant, as it determines the width be- 
tween the lines. It may take a few 
trials to determine the size of the 
coin needed in the particular job. 

LEsLIE BurROUGHS 
Advertising Manager, Kelzer 
Mfg. Co., Plaistow, N. H. 


Marks Paste-Up Galleys 
With Color-Keyed Rules 


If every bit of a magazine paste-up 
is not clearly marked with galley 
numbers, compositors lose time and 
tempers in making up the pages. 
However, it is not always so easy to 
put a number on short “snippets” or 
one-line captions. 

We found a quicker and more ef- 
fective way was to rule each galley 
proof down the center with thin col- 
ored lines and to give each paste-up 
a key. For instance, one blue line 
galley was No. 1, two blue lines was 
No. 2 and one blue and two reds was 
No. 3, ete. 

In addition to saving time in proof 
marking, we found this method also 
reduces the printer’s bill. 

E. CHARLES ANZARUT 
Melbourne, Australia 








Cuts Costs by Novel Idea 
For Die-Cut Cover Effect 


Wanting an expensive die-cut 
cover like the big national consumer 
magazines—but lacking that type of 
budget—we worked out an econom- 
ical die-cut cover effect at very little 
more cost than a regular cover. 





Highlighting garden tractors and 
power lawn mowers, we used one- 
half a sheet of light green cover stock 
cut on the diagonal from the lower 
left corner to the upper right corner 
to represent a summer scene. A 
black-ink print drawing was used on 
this to show a power lawn mower 
cutting a swath in grass. 

Under the green sheet, we used a 
white sheet of cover stock the size 
of the book. The diagonal half left 
uncovered by the green stock was 
used for a sketch of a garden tractor 
scraping snow off a walk. This was 
printed in dark blue with the snow 
screened to appear a lighter blue 
than the tractor outline and the 
printing. 

We found the result effective and 
reasonable, since our only extra cost 
was for one-half sheet of green stock 
per book. 

A. J. MISKELL 
Ass’t Promotion Manager of Re- 
search Dept., Capper-Harman- 
Slocum Inc., Cleveland 


Small Things Can Save 
Wear, Tear on Brushes 


Sometimes small things can save 
much wear and tear on those $10 
brushes. 

For instance, when adding water 
to my air-brush cup—and especially 
when running water through to clean 
it-I use a 25¢ rubber ear syringe 
available at any drug-store. With it, 
I can add a drop at a time or a whole 
squirt of fresh water as I need it 
without the danger of water pressure 
harming the bristles. 

In addition, once the brushes are 
cleaned—and not going to be used 
for a bit—a dip in a 35¢ bottle of 
“wave set” lotion is excellent for 
keeping a good point and retaining 
life in the bristles. 

Don Moore 
Stafford-Lawdon Co., Ft. Worth 


Gains Editors’ Interest 
On Newspaper Releases 


I frequently have to send news re- 
leases announcing the appointment 
of distributors located in many dif- 
ferent parts of the country—individ- 
uals whose home towns may be 
numerous and widespread. These re- 
leases must be sent not only to the 
trade press but also to the newspa- 
pers in the towns or cities involved. 

Unfortunately, the story must go 
out in the form of a “list” release, 
since it is impractical from the stand- 
point of time and cost to make an 
individual release for every news- 
paper. 


Continuous ‘‘floorshow’’... 


To sell out the house, feature your 
product in a continuous “floorshow.” 
Use H&D Selmor® Displays. 


HINDE & DAUCH 


Subsidiary of West Virginia Pulp and Paper Company 


frm, 


For FREE BOOKLET—’’How To Select Vending Displays’’— 
write Hinde & Dauch, Sandusky, Ohio. 


i ee eee 
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* do you issue 


1) Parts Lists 

() Price Lists 

_) Product Lists 

[_} Membership Lists 

_) Telephone Directories 
_) Financial Reports 


> why not cut out 


1) Typewrite copy, check and send to printer 
2) Printer sets type 
3) Printer pulls galley proof 
4) You read galley proof 
5) Printer pulls revised galley 
6) You read revised galley 
7) Printer makes up page form 
8) Printer pulls page proof 
9) You read page proof 
10) Printer makes corrections 
11) You OK (?) final page proof 


FLEXOPRINT’S ONE-STEP METHOD 
... Simply type each listing on a separate 
Flexoprint card, check for accuracy just once, 
attach in proper sequence to the light-weight 
Flexoprint panel and send to the offset printer 
for reproduction. Thus, all the costly typeset- 
ting and numerous proofreadings are elim- 
inated! The fact that the cards are insertable 
at any point means that the list can be kept 
constantly up to date on a routine day to day 
basis by your office staff — and go to press at 
a moment’s notice. Mail coupon today for 
folder giving full particulars. 


Flemington. Fand 
Room 1388 
DIVISION OF SPERRY RAND CORPORATION 


315 Fourth Ave., New York 10 


Kindly send folder KD610 — how to “Produce Your Lists Faster...More Accurately and 
at Less Cost with FLEXOPRINT.” 


NAME _TITLE 


COMPANY ____ 
ADDRESS 








CITY . hea ZONE 





STATE 
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However, since 20 to 50 individual 
releases were included in each “list” 
release, it was sometimes hard for 
an editor to find his local angle. In 
fact, chances were he wouldn’t take 
the time to search for it. 

Underlining or encircling the local 
angle for each editor proved to be a 
quick and effective way to gain his 
attention. 

This is basic procedure, of course, 
but it’s certainly a good way to gain 
maximum pickup on news releases 
sent to editors around the country. 

ALFRED K. WALTER 
Beaumont, Heller & Sperling 
Inc., Reading, Pa. 


Finds Newspaper Slug 
Handy as Paint Holder 


We do a large amount of photo 
retouch work, and usually when I 
finished I had small dabs of various 
shades of gray on just about every- 
thing on my drawing board. 

By chance, a small newspaper slug 
that happened to be on my desk one 
day solved my whole problem. Since 
the small partitions on the slug pro- 
vide just the right spot to hold a 
small amount of paint, now I’ve no 
large paint dishes to wash and no 
messy dabs on papers. 

E. Ltoyp Mozi1nco 
Art Director, Lancaster News- 
papers Inc., Lancaster, Pa. 


WHATO HE SAY? 


“ THE RETOUCHING HAS A COUPLE OF FINGER 
PRINTS ON IT THAT NEED CLEANED- UP, 





INTERNATIONAL COLOR GRAVURE, Inc. 
now OCCUPIES 3 FLOORS at 


Tecunicat Teamworx \eegeeeaaes 
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...THE COLLABORATION (|Ragoreksecien: 


ing demand for our specialized service. 


OF FIVE PARTNERS -_— sanien 


MILANESE 
EXPERT PM’s know how much better it is to deal with 
a capably-staffed service organization actively-managed 
by owners who are adept craftsmen. 


They realize that— under the personalized supervision 
of proficient partners —the highest standard of 
excellence, technical skill and painstaking industry 
can be expected at all times. 


Such management is personified by the five owners of 
INTERNATIONAL COLOR GRAVURE and SUPERTONE 
whose list of regular customers includes many of the 
nation’s leading advertising agencies. 


Since 1945 the quintet has collaborated in directing a 
reliable service for reproduction in monotone gravure and 
in preparing color positives. The background of each owner 
typifies the extensive experience each contributes. 


2 fm 


7 
; 


WILLIAM A. MILANESE, one of the partners, was a serious 

art student even as a youngster. His first job, for several years, was with New York’s 
great Metropolitan Museum of Art. He continued his studies, became a 

gravure technician on an important mass publication, spent 17 years with 


major gravure printers as a craftsman and, later, served successfully on the 
selling end of the business. 


Today, “BiLL” MILANEsE and his partners personally supervise all activities at 
INTERNATIONAL COLOR GRAVURE and at SUPERTONE and offer the accuracy 
and dependability PM’s need. 


ROTOGRAVURE ENGRAVERS 


f > , SPECIALIZING IN COLOR 

39 West 60th St. S 
NEW YORK 23, N.Y. WC. 
Phone: Circle 5-8750 


LOS ANGELES Sales Office: 122 Glendale Blvd., Phone: MAdison 6-4601 


pee eis 


= 


480 Lexington Ave. 


SUPERTONE, INC. “«w york 17,N.¥. 


Phone: Plaza 3-9468 
ROTOGRAVURE MATERIAL FOR MONOTONE REPRODUCTION 
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ww Reprints 
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The following reprints of feature articles which have appeared in Advertising 
Requirements are available at 25c each. Special prices are available upon 
request for quantity orders. Please order by number, enclosing the exact 
amount in coins, stamps or checks. Send all orders to: Reprint Editor, Advertis- 
ing Requirements, 200 East Illinois St.. Chicago 11, Ill. On orders for four or 


more reprints we will be happy to bill you—smaller orders sent only upon 
receipt of payment. 


COOEREEETOCRREREEROEESCESOREREGEERERCORDRROREERERE ORE EEOERRRROEEEECREETERRRREEORCORRAECEGCHEOEOCEORGROODOR CACORE OREORORERORRERRGGeteeeROeeeeeteceetoneees 


144 Do's & Don'ts for Better Press Releases—by Dick Hodgson 
A helpful checklist for getting better results from publicity efforts 
146 How to Get the Most Benefit from Trade Shows—by Edmund D. Kennedy 
Monsanto prepared a handy guide for exhibit personnel September and October 1954 
151 Color in Advertising—by Faber Birren 
An expert outlines the best colors for advertising 
162 How to Crop Photos—by Vincent T. Tajiri 
Pointers for getting the most out of photographs 
for reproduction purposes 
164 So .. . You Want to Start a Sales Contest—by George Biderman 
A summary of the most important factors to consider before 
undertaking a sales incentive program 
167 Noreen Integrated Design—by Bradley Lane 
The story of one of the nation’s outstanding integrated design programs March 1955 
168 Maturity for Trade Show Exhibits—by Dick Hodgson 
A report on some of the trends in exhibits 
169 Do’s & Don'ts for Premium Buyers—by Gordon C. Bowen 
A helpful checklist for planning premium promotions 
170 The Folding Carton 
The role of folding cartons as the basic form of packaging in the U. S. 
plus tips on making the best use of them May 1955 
173 How to Prepare a Modern Annual Report—by Herbert C. Rosenthal 
Some realistic guides for the preparation of effective annual reports 
174 How Carter Merchandises Its Maps—by Vin A. Corwin 
An interesting case history of how an oil company get its 
dealers to merchandise road maps 
175 How to Use Color Stats—by Ted Sanchagrin 
Admen are learning that there are many uses for full-color photostats. 
Here’s what's being done in this field 
176 What Makes Good Point-of-Purchase Advertising—by Donald S. Hutchison 
A guide to help admen hit pay dirt at the all-important point-of-sale 
178 The Growing Importance of Fairs as an Advertising Medium—by James Joseph 
Fairs have become an important advertising medium and a place 
for hard selling May 1955 
179 Budgeting for Trade Shows—by Robert R. Moore 
An excellent guide for any adman faced with trade show 
budgeting problems July 1955 
180 Getting the Most from Publicity Photos—by Leo M. Solomon 
A photographic consultant gives some pointers on how to get the 
best mileage out of publicity photos June 1955 
181 How to Merchandise Tv Tie-Ins—by Frank Jacobs 
“Feather Your Nest’ tv show makes the most of their tie-ins 
by active merchandising programs 
102 Do's and Don'ts for Better Electrotypes 
Things admen should know about electrotypes 
183 Planned Personalized Promotion—by Haviland F. Reves 
How a Detroit restaurant personalized its promotion 
184 Mrs. America . . . beauty takes a back seat—by Ted Sanchagrin 
Case history on new approach to beauty contests 
185 How to Handle Relations With Radio, Tv & Newsreels—by William G. Cox 
How Northrop Aircraft developed an effective publicity program 
for audio and visual media October and November 1955 
186 How to Get Distributors to Handle Sales Meetings Like Professionals—by Bert Enos 
How Mitchell Mtg. Co. developed a comprehensive kit of materials so its 
distributors could put on sales meetings with a minimum of effort 
188 How to Promote A Ten-Cent Gadget—by John C. Swift 


The promotion behind White Cap Company’s premium item, 
the lid flipper 


September 1954 


November 1954 
February 1955 


February 1955 


March 1955 


April 1955 


March 1955 
April 1955 


March 1955 


April 1955 


September 1955 
October 1955 
November 1955 


September 1955 


November 1955 


December 1955 
The following reprints are available at 50c each: 


171 How to Get Better Advertising Photos—by Errol Prince 
AR‘s two-part series of down-to-earth aricles on getting 
and using advertising photos 
172 202 Tips for Direct Mail Advertising 
A 16-page booklet reprinting AR‘s two special articles on 
direct mail advertising 
177 The Use of Tape Recorders in Advertising—by H. Jay Bullen 
Two special articles on one of the most versatile tools used by admen— 
“The Use of Tape Recorders in Advertising’’ and ‘‘An Adman’‘s Guide 
for Selecting a Tape Recorder” March and April 1955 


March and April 1955 


February and May 1955 


The following reprints are available at $1 each: 


201 Advertising Copyrights—by Robert J. Burton 
An up-to-date reference on the subject of copyright protection for 
all types of graphic art—a compilation of a series of 10 AR articles 
202 How I Solved It 


This 64-page book contains more than 125 selected ‘‘How I Solved It’’ 
items submitted by AR’s readers. 


JUNE 1956 
1-30 
National Ragweed Control Month 
sponsored by Hay Fever and Weed Con- 


trol Committee Inc., 3516 Biddle St., Cin- 
cinnati 20, O. 


Dairy Month . .. sponsored by Milk Prod- 
ucts Industry Trade Assn., American 
Dairy Assn., 20 N. Wacker Drive, Chi- 
cago 6. 


1-7 
National Circus Week . . . sponsored by 


Circus Clown Club of America, Box 606, 
Federal Bldg., Los Angeles 53, Cal. 


International Shut-In's Day . . . sponsored 
by Shut-In Co-Worker’s Club, 301 Chero- 
kee St., Marietta, Ga. 


Son's Day . . . sponsored by American 
National Patriotic Society, 130 W. Jeffer- 


son St., Pittsfield, Ill. 
9-16 
National Flag Week . . . sponsored by the 


Star-Spangled Banner Flag House Assn., 
844 E. Pratt St., Baltimore 2, Md. 


Let's Play Golf sponsored by the 
Sporting Goods Dealer, 2018 Washington 
Ave., St. Louis 3, Mo. 


10 
Children’s Sunday 


10-17 


Father-Son Week . . . sponsored by Na- 
tional Father's Day Committee, 50 E. 42nd 
St., New York 17. 


17-23 


National Bow Tie Week . . . sponsored by 
the Bow Tie Club Ltd., P. O. Box 1194, 
Church St. Station, New York 8. 


17 


Father's Day . . . sponsored by National 
Father's Day Committee, 50 E. 42nd St., 
New York 17. 


24-30 
White Bread for Energy Week . . . spon- 


sored by International Bread Weeks, 333 
N. Michigan Ave., Chicago 1. 


National Swim for Health Week . . . spon- 
sored by Swim for Health Assn., 60 E. 
42nd St., New York 17. 


30-July 5 


National Hillbilly Homecoming . . . (by 
Act of Congress ) 
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TIME 


THE WEEKLY NEWSMAGAZINE 


‘" . — bz e . Ax 
Offset Duplicating Makes Good A Promise 


A. B. DICK COMPANY 














DUPLICATING GETS THE GREEN L GHT 


-and makes good a promise 


When the principles of 

lithography were first 

adapted to offset duplicat- 

ing, there came the 

¥ promise that half-tone il- 

lustrations, ruled forms, 

typewritten bulletins, sys- 

tems paperwork, letterheads and other mate- 

rial could all be produced in the office with 
appreciable savings in time and money. 

The A. B. Dick offset duplicator, Model 
350, fulfills that promise and gives offset dupli- 
cating the green light. Here is a precision 
machine made to specifications and held to 
tolerances never before achieved in an offset 
duplicator. 

Now, good copies in black or color can be 
produced without time-consuming delays. 


Now, you can maintain fine copy quality 
automatically with exclusive AQUAMATIC 
control. 

Now, you can switch from the lightest paper 
master to a metal plate and from 12-pound 
paper to Bristol stock without changing cylin- 
der or roller pressures. 

Now, there is a feed table that is adjustable 
for different sizes of paper and card stock in 
seconds. Duplicating speed is faster than ever 
before—up to 9000 top quality copies per hour. 

You can see this new offset duplicator in 
operation at your A. B. Dick Company dis- 
tributor’s showroom. You will find his name 
listed under Duplicating Machines in the 
classified section of your phone book. Or write 
A. B. Dick Company, 5700 Touhy Avenue, 
Chicago 31, Illinois. 


SA-B-DICK 


THE FIRST NAME IN DUPLICATING 


A.B, DICK and & are registered trademarks of A. B. Dick Company 





Here Are The Features That Signal 


AWNew Era For Offset Duplicating 


Aquamatic Control One simple control set- 
ting meters the exact amount of fountain 
solution to maintain ink and water balance 
and assures day after day production of top 
quality copies. First copies are always good 
copies without time-consuming make-ready. 
No molleton covers to buy—or clean or 


change. Paper lint is easily flushed out of 


fountain, can’t accumulate on ink rollers. 


Self-Adjusting Cylinders Completely elim- 
inate any need to adjust for differences in 
master thickness or impression paper weights. 


Paper and Card Feed ‘Ten-ream capacity. 
Easily and quickly set for paper and card 
stocks from 3 x 5 inches to 11 x 17 inches. 
Easy-to-read calibrations on feed table match 
calibrations on receiving tray. Fast action 
cranks position paper guide rails. No con- 
veyor tapes, separator clips or pull-out rollers 
to adjust. No need to block off unused suction 
feet. Simplified hand feeding for “‘single-sheet”’ 
and “‘master-from-master’’ work. 


Copy Positioning New, simplified control 
permits operator to raise or lower copy with- 
out tools. No need to clean blanket after each 
adjustment. Angular and lateral adjustments 
made quickly, easily and precisely. 


Automatic Blanket Cylinder Action 
stantly disengages from master cylinder wh 
paper ceases to feed. Eliminates ima 
build-up on blanket. Insures uniform coy 
Simplifies “‘single-sheet’’ feeding. Mami 
control permits operator to contact blank 
to master whenever necessary. 


Universal Master Clamp Accommodat 
slotted, serrated and straight-edge maste! 
Easily replaced with auxiliary clamp f 
pinbar-punched masters. Locking tail clan 
keeps masters from working loose. 


and many other “why weren't they thought of before" features 


Clearly identified operating controls—Easy-to-read spirit level in water fountain— Reset counter, 


counts up to 99,999 copies—Air and vacuum controls easily accessible— Variable operating speeds up to 


9000 copies per hour—Jogging receiving tray as standard equipment — Easy-to-clean frost green finish. 


A. B. DICK COMPANY 
5700 Touhy Avenue, Chicago 31, Illinois 


Please send me more information about the new A. B. Dick Offset Duplicator, Model 350 


Name 


Organization_ 


Address___ 


City 





___Position_ 
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A-B-DIC 


THE FIRST NAME IN DUPLICATING 


mail this coupon 
for more 





for ADMEN ">, 
- aNhon Wh, 


e Bacon’s Publicity Checker, Ba- 

con’s Publicity Handbook, 256 and 

128 pages, R. H. Bacon & Co., Chi- WHILE WE CROW A LITTLE 
cago, $15 and $2... The 1956 edition 

of the “Checker” and its companion 

“Handbook,” published for the first 

time this year, are designed to aid 

in the handling of publicity, making A sili il aati og ‘ ili 
up release lists and checking results. ; ee a ee 
The “Checker,” first published in 
1952, lists 3,240 publications known 
to use publicity material, each coded 
to show what type of publicity is ac- 
cepted by the editors. The “Hand- 
book” contains chapters on handling 
publicity work of all kinds, informa- medieval printed pieces to composition on film by photography 
tion which was formerly a brief ; 
opening section of the “Publicity —the newest and most revolutionary method of typesetting. 
Checker.” 


need is available at Warwick Typographers in St. Louis. 
This unusual organization regularly produces almost 


every type of composition from hand-set reproductions of 


Acetate proofs in a rainbow of colors for overlays or 

e Middle West Publicity Media Di- ar ; ; se 
rectory, 48 pages, The St. Clair Press, television, 35 mm. slides set photographically—camera modifica- 
Chicago, $6 .. . This book, said to be : ‘ - , ‘ . 

“all Regia neg tions of type and Toneline—a method of changing a continuous 
the first of its kind in the midwest, ’ 
will prove a valuable tool for pub- 
licity and public relations men. It 
lists newspapers, radio and tv station 
personnel, street addresses and 
phone numbers. Principal cities and composition for pharmaceutical containers. 
their environs of five Middle West 
states are included in the book. Whatever your typographic needs may be, call Warwick 


tone photo to line, photographically. Jumbo size blowups from 


machine-set photographic composition or sharp, clear miniature 


© Guide to American Directories for —you'll be happy you did. 

Compiling Mailing Lists, 170 pages, 

B. Klein & Co., New York, $10... 

The 1956 guide lists over 1,200 di- 

rectories in virtually every category, 

including retailing, wholesaling, WARWICK TYPOGRA PHERS, INC. 
manufacturing, institutional, profes- 

sional and consumer. It contains in- 

formation on the number and types Dept. F-39 * 920 Washington Avenue °* _ St. Louis 1, Mo. 
of names in each directory, the name 

and address of the publisher and the Warwick Serves Clients 
price. Hundreds of new listings have in 40 States, Canada, 
been added to the original volume Mexico and Cuba. 
published two years ago, and de- 

scriptions of directories have been 

expanded. 
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e Practical Handbook on Double- _ ee — . - — . 
Spreads in Publication Layout, by 
Kenneth B. Butler, George C. Like- 


oe 7 
ness and Stanley A. Kordek, 90 Ad V e r t l S l n g 


pages, Butler Typo-Design Research - 

Center, Mendota, Ill., $3.75 . . . This a e q ulremen t ys 

booklet discusses the role of double- 

spread technique in modern day ty- 

pography, the problems inherent in for 

this technique and the various meth- 

ods of obtaining distinctive double- 

spread linkage. It is the fourth in a A dve rtising R esults 
series of handbooks designed to as- 

sist in publication layout. Like earli- 

er books, this is profusely illustrated, T RY IT | 


with clinical and creative discussions 


ji 


SAAR VA 


Ss 
S 


clearly presented. SRM 
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STEP AHEAD 


with 
CHROMASTAT=. 


Full color copy prints 
and transparencies 


Fastest known meth- 
od. Sharp, vivid photo- 
graphic color repro- 
ductions made to size 
directly from color art 
work, art scrap, dis- 
plays, etc., in 2 days 
For ad agencies, art 
studios, industry. 


Write for brochure 
& price list 
© RAPID COLORPRINT CO. 
216 So. Central Ave., 
Glendale, Calif. 


Also 
Standard Studios, Inc. 
Chicago 
Dunn Blue Print, 
Detroit 
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EYE APPEAL 


Glowing true-tone color 

that adds dramatic eye-appeal 

to your direct mail, box 

wraps, tags or tickets! 

Spectrachrome is a sparkling 

new color discovery, taking 

4 years to develop. Avail- 

able only through W. M. Brown 
and at surprisingly mod- 


est cost. For information, 


| oS —ZrTr ne 
BROWN 


Color Printers 


Write: 


700-706 S. Belvidere St., Richmond 5, Va. 
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Conventions 


MARCH 


1...Associated Business Publications, an- 
nual Eastern conference, Roosevelt Hotel, 
New York 


5-7...Packaging Assn. of Canada, Natl. 
Packaging Convention, King Edward Hotel, 
Toronto 

10-14... Advertising Specialty Institute, 
Spring Show, LaSalle Hotel, Chicago 


10-14... Advertising Specialty Natl. Assn., 
spring specialty show, Palmer House, Chi- 
cago 

12-14... Folding Paper Box Assn. of Amer- 
ica, Fairmont Hotel, San Francisco 
13-15...Sales Promotion Show, Bellevue 
Stratford Roof, Philadelphia 


14-16... Assn. of Natl. Advertisers, spring 
meeting, The Homestead, Hot Springs, Va. 
19-22...Premium Advertising Assn. of 
America Inc., Natl. Premium Buyers Expo- 
sition, Navy Pier, Chicago 


25-Apr. 1... Exposition of Progress, Wana- 
maker Bldg., Broadway at 8th St., New York 


APRIL 


3-5...Sales Promotion Show, First Corps 
Cadet Armory, Boston 


6-7 ... Intl. Typographic Composition Assn., 
spring conference, Greenbrier Hotel, White 
Sulphur Springs, W. Va. 

8-10... American Newspaper Publishers 
Assn., Waldorf-Astoria, New York 
8-12...Natl. Business Publications, spring 
meeting, The Homestead, Hot Springs, Va. 
9-11... American Management Assn., Natl. 
packaging conference, Convention Hall, At- 
lantic City 

9-12... American Management Assn., silver 
anniversary, Convention Hall, Atlantic City 
10-12... Point-of-Purchase Advertising Insti- 
tute, Hotel Sheraton Astor, New York 
12-14... Southern Graphic Arts Assn., Con- 
vention City, Natchez, Miss. 

13-15...The London Audio Fair 1956, 


Washington Hotel, Curzon St., London, Eng- 
land 


15-19... Natl. Assn. of Radio & TV Broad- 
casters, 34th annual convention, Conrad 
Hilton Hotel, Chicago 

15-21... Natl. Brand Names Week, annual 
Brand Names Day Dinner, April 18th, Wal- 
dorf-Astoria, New York 

8-10... American Newspaper Publishers 
Assn., Waldorf-Astoria, New York 
25-26...Intl. Assn. of Electrotypers & 
Stereotypers, Inc., Hotel New Yorker, New 
York 

26-28... American Assn. of Advertising 


Agencies, The Greenbrier, White Sulphur 
Springs, W. Va. 


MAY 


6-8... Magazine Publishers Assn. Inc., The 
Greenbrier, White Sulphur Springs, W. Va. 
7-9...Technical Assn. of the Graphic Arts, 
8th annual meeting, Edgewater Beach Hotel, 
Chicago 

9-11...Research & Engineering Council of 
the Graphic Arts Industry Inc., 6th annual 
meeting, Edgewater Beach Hotel, Chicago 
10-12... Lithographers Natl. Assn., Drake 
Hotel, Chicago 


14-16... Natl. Newspaper Promotion Assn., 


26th annual convention, Hotel Cleveland, 
Cleveland 


16-19... Natl. Paper Box Manufacturers 
Assn., Mark Hopkins Hotel, San Francisco 


20-30... Natl. Industrial Advertisers Assn., 


34th annual conference, Palmer House, Chi- 
cago 


24-27... Associated Business Publications 
Inc., annual spring conference, The Home- 
stead, Hot Springs, Va. 


JUNE 
10-13... Advertising Federation of Amer- 
ica, Philadelphia 


11-13... Natl. Sales Aid Show, Hotel Stat- 
ler, New York 


11-15...Society of the Plastics Industry 
Inc., 7th Natl. Plastics Exposition, New Coli- 
seum, New York 


14-15...Natl. Wooden Box Assn., Santa 
Barbara Biltmore, Santa Barbara, Cal. 


20-26 ... American Marketing Assn., spring 
meeting, William Penn Hotel, Pittsburgh 


24-27...Engraved Stationery Manufactur- 
ers Assn. Inc., Blaney Park, Mich. 


24-28... American Newspaper Classified 
Advertising Managers Assn., 36th annual 
convention, Long Beach, Cal. 


JULY 


8-10... American College Public Relations 
Assn., Greenbrier Hotel, White Sulphur 
Springs, W. Va. 


22-27 ... The Photographers’ Assn. of Amer- 
ica, Conrad Hilton, Chicago 
AUGUST 


26-28... Mail Advertising Service Assn. 
Int., Drake Hotel, Chicago 


SEPTEMBER 

5-8... Intl. Assn. of Electrotypers & Stereo- 
typers Inc., Lake Louise, Alberta, Canada 
10-13... Premium Advertising Assn. of 


America Inc., Hotel Sheraton-Astor, New 
York 


22-25 ... Advertising Specialty Natl. Assn., 
Palmer House, Chicago 


OCTOBER 


8-10... American Photoengravers Assn., 
Statler Hotel, Detroit 


11-13...Intl. Typographic Composition 
Assn., 37th annual convention, Toronto 


20-22...Screen Process Printing Assn., 
Sherman Hotel, Chicago. 


21-24...Assn. of Natl. Advertisers Inc., 
Drake Hotel, Chicago 


NOVEMBER 


19-21... Natl. Sales Aid Show, Hotel Stat- 
ler, New York 


alt nec cult 


“What do you think of my new freedom 
in painting?” 





From this control panel a tech- 
nician introduces black, blue, 
red or yellow dyes to pulp stock 
in proportioning boxes. Scru- 
pulous care is taken to insure 
the shade of white desired. 


This is Allen Herman. From this board — part 
of a giant new $1.2 million pulp stock han- 
dling system — he controls the flow of dyes in 
making paper at New York and Penn’s Lock 
Haven, Pa., mill. 

The scientific addition of dissolved colors 
into the pulp stock assures maximum con- 
sistency of color from one roll of paper to the 
next. Blue-white paper? Or a white sheet with 
a pinkish tint? Allen Herman takes into ac- 
count the inherent color of the stock being 
processed, the color required and many other 
factors...and then adjusts the controls. The 
result is not only whiteness, but an exact 
degree of whiteness you can count on from 
one roll or carton to the next. 


HOW HIS “4-COLOR” WORK MAKES YOURS EASIER 


Color is only part of the tale, however. 
Other parts of the processing system control 
the stock consistency, flow, blending, and 
chemical and filler addition. To give you a 
notion of the system’s massive dimensions — 
it takes more than 50 regulating instruments 
to control stock flow and liquid level alone. 

An intricate system? Yes. But worth every 
penny of its cost in terms of the consistent 
high quality of the paper New York and Penn 
can deliver to your pressroom. 

If you'd like to know more about the papers 
with the “Million-Dollar Quality,” why not 
call your distributor today? Or write New 
York and Pennsylvania Co., 230 Park Ave., 
New York 17, N. Y. 


New York and Penn 


Kile Cte Fewer Wleniufacti ceed 


Super © English Finish © Eggshell © English Finish Litho © Offset © Music © Bond © Tablet * Duplicator * Mimeograph * Drawing © Imitation Press Board * and other specialty grades 
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Bring All Shoppers 


CLOSE 


‘Ad Banners 


Turn prospects into customers 
quicker and easier with the terrific 
P-O-P impact of colorful Gleam- 
Satin Banners, Pennants, Sashes 
and Miniatures. Wonderful pres- 
tige for any product, too! 

Get close up with many sales- 

making ideas in our FREE Idea 


1 TeTod Te ee 


HOLLYWOOD 
ee 


116 East 32nd Street, New York 16.N Y 
Telephone: ORegon 9-4790 
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Show Opening . . . Boys open Atom Show 
by lighting lamp with ‘“gamma ray”’ gun 


Special 
Eye -Witness 
Report 


New Techniques Spark Role 
Of Atom at Cleveland Show 


by Kenneth W. Allison 
Denham & Company 
Detroit 


The industrial show has long been 
recognized as the place where both 
buyer and seller come halfway to 
meet on neutral ground. To complete 
his part the seller is expected to bring 
a representative quantity of goods 
for the buyer to inspect. 

But what about the show where it 
is difficult or even impossible for the 
exhibitor to exhibit all or even a part 
of his wares? There are such shows, 
and in these display ingenuity and 
good marketing sense pay off. That, 
in large measure, is the story of the 
recent International Atomic Exposi- 
tion in Cleveland. 

Obviously, power producing or 
high-flux atomic reactors cannot be 
transported and set up inside an ex- 
position hall. Similar conditions pre- 
vailed for a number of other products 
of exhibiting companies—particularly 
those requiring highly active isotopes 
for their operation. Yet the exhibits 
had to be capable of arousing interest 
in and telling their own story to all 
those attending, from the layman 
with little or no knowledge of what 
is going on in the nuclear field to 
scientists, engineers and industrial 
executives. 


> Designing and equipping the ex- 
hibits called for a considerable 
amount of creative thinking. Some of 
the ideas used at the Atomic Expo- 
sition can be profitably extended to 
other industrial shows. 

Outstanding among the techniques 
was the extensive use of operating 


scale models, particularly of reactors. 
Most of these were of the cutaway 
type. Animation was provided by 
showing circulating systems in differ- 
ent colors, the colored water usually 
being circulated through illuminated 
plastic tubes. Transparent plastics 
were widely used in the construction 
of these models. 

Extensive use of pegboard back- 
grounds was noted throughout the 
show. These appeared in a great vari- 
ety of colors—from jet black to bril- 
liant yellow and red. Many were of 
odd shapes and carried artistic geo- 
metric designs to attract the eye. 
While most of the pegboards were 
flat, one company had secured a 
waved form which gave the back- 
ground the appearance of a drape. 

Also to be noted in many of the 
booths was the wide use of assem- 
bled plastic tile flooring. 


> Several exhibitors used tv camera 
pickups to attract attention. In some 
cases, however, the tv installations 
were actual products being offered, 
closed-circuit tv having a very vital 
place in atomic work. 

Audience reaction made it quite 
evident that exhibits designed to at- 
tract and intrigue the layman had an 
equal effect on scientists and engi- 
neers. Animation and the use of clear 
and simple identification of products 
and their uses proved helpful to ex- 
hibitors employing them. 

Following are examples of some of 
the exhibit techniques used by vari- 
ous companies: 


e Curtiss-Wright Corporation ... In 
order to display the operation of 





Dr. Pepper Display: 
Designed from an 
ektachrome. Printed | 
in 4 color process. 
Size: 18” x 26” 


BECAUSE IT'S A COLOR PLASTIC DISPLAY 
ON A STORE WINDOW AT EYE LEVEL 


lts value... Tells a complete sales story visible to every passerby. Printed in glorious full color process. 
Becomes part of window NOT an unsightly appendage. So novel... so new. . . so valuable looking it receives 


instant dealer acceptance because the clear plastic does not block out daylight or obscure merchandise inside 
the window or store. 


Uses _.. For stores, on windows, doors and inside walls .. . as a mobile or a shelf-talker . . . on merchandise, 


attached to appliances to sell at P.O.P for gasoline pumps and outdoor truck signs (our plastic is 
absolutely weatherproof). 


Exclusive features of Transplastix ... Other types of plastic signs are unsightly because they wrinkle. This 


clear plastic is guaranteed not to warp or curl. In full color or monotone. Any pictorial copy illustrated 
perfectly. Sizes up to 40 x 54. Quantities 200 to a million. 


Economy . .. Instead of planning an old fashioned display with expensive mounting and shippin 
you can buy a Transplastix for less money, rolled in a tube and delivered with lower mailing cost. 


g cartons, 


Write for information: 
ULLMAN GRAVURE, INC. D » 
319 McKIBBIN ST., BROOKLYN 6, N. Y. +» HY 7-3700 rans lastix 


A division of The Uliman Company, Inc... Established 1888 


Foremost printers in Photogelatin and Gravure processes ... specialists in color displays on paper and plastic 
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GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
glossy photos 
in the busi- 


ness. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 

Our prices are competitive. 
Our quality is superb. 

Our service unexcelled. 

Try us the next time you need 
quantity photos. 


eh Od 
8x 10 GLOSSY PHOTOS 


Tektronix Inc. . By using brilliant, vari-colored lighting to illuminate dials and show 


wave patterns, company achieved animation for otherwise static exhibit. 


atomic gages for controlling thick- end in a vertical plane. As one end 


Copy negatives of your prints, $1.35 ness of paper in manufacture, Cur- neared the top, the screw would race 
per negative. Samples, other sizes, 


ariece o@ request. tiss-Wright showed a roll of paper through the slowly rotating nut, due 
MAJOR PHOTO Co. (not moving) passing through such to its own weight. When the nut 
Commercial Photographers a gage and apparently running into reached the end of the screw thread, 
it would hit against a stop and bounce 
back once or twice. The resulting 
a impact noise (not objectionable) was 
© Saginaw Steering Gear Division, uite effective in attracting attention 
General Motors Corp... . To demon- a 2 = 


1210 N. Clark Street © Chicago 10, Illinois a large photograph of a paper mill on 
the booth background. 


a ; to the display and proving the de- 
strate the low friction of its screw oa , 
: sired point. 
type mechanism the threaded rod 
was mounted so as to rotate end over e Cleveland Electric Illuminating 


THE ATOM 
eLecTRichTy HOM 


. 

‘ow the 
Lew roe 
en 


No need to give your right arm 
Call SLOVES .. 


We gladly give you a helping hand 
when the pressure is unbearable or 
extra facilities are needed. Our fabu- 
lous service and exacting craftsman- 
ship perform miracles. Ask us to 
prove it. 


PRODUCTION SERVICES 
FOR SALES PROMOTION 


Sales Kits * Loose Leaf Binders 
Catalog Covers * Spiral * Plastic 
easels * Bookbinding * Presentations 
Mounting * Merchandise Displays 


SLOVES rth 
601 West 26th St., New York 1, N.Y. 


Miniature Power Plant . . . G.E.’s installation of scale-model atom plant was complete to 
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HOW do you describe a 
to a Blind Man? 


Red, yellow, green, blue, violet... these are merely words to a man without sight. 
The beauty of a rainbow has to be seen to be appreciated. 
The other senses of smell, sound, taste and touch are equally essential to the 


appreciation of the beauty or quality of many things. For example, we could 
write a thousand words about 


SORG'S Tenaalec’ 


LATEX-IMPREGNATED PAPER 
without conveying the characteristic qualities of texture, strength, and flexibility 
that handling TENSALEX would give you instantly. 

We can tell you however, that because TENSALEX is latex-impregnated in both 
its base paper and its coating, it does possess a high degree of flexibility and 
amazing tear-strength qualities. We can also mention that TENSALEX lies flat, folds 
SORG NUCLEAR without flaking, has high internal bond and dimensional stability, cleans easily with 

QUALITY CONTROL | mild soap and water, and prints beautifully by either offset or letterpress. 
; Still, it is only through seeing and actually feeling TENSALEX that you can appre- 
aan oo oa ciate what a truly remarkable paper it is. That is why we urge you to request 


paper production, Sorg em- sample sheets so that you can examine TENSALEX yourself and test it on your 
ploys the AccuRay system— 


A quality control method that own press. 


checks weight and thickness by Ask your TENSALEX distributor for sample sheets or write direct to The Sorg Paper 
nuclear energy. Company 


OMPANY - Middletown, Ohig —— 


Manufacturers and Converters of Stock Line and Specialty Papers 
STOCK LINES 


WHITE SOREX e CREAM SOREX e LEATHER EMBOSSED COVER e PLATE FINISH COVER e EQUATOR INDEX BRISTOL 
EQUATOR ANTIQUE e TENSALEX e VALLEY CREAM and MIDDLETOWN POST CARD e 410 TRANSLUCENT 
No. 1 JUTE DOCUMENT e GRANITE MIMEOGRAPH For Converting Use: DBL (Double Bleach Lined) DIP (Dyed in Pulp) 


OFFICES IN: New York, Philadelphia, Chicago, Boston, St. Louis, Los Angeles 


EC us pat OFF 
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whatet by 


your ~* 


position 


UBLI 
SS 


| You'll save time & money 1 


by using this 


CREE IOGA \ 
| BOOKLET ¢ 


EW YORK 
SWOWROOM 
411 © 4th AVE 


free cane today 
ELBE FILE & BINDER CO. 


———— FALL RIVER, MASS: 


’ 


Dept. A-S 
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SAVE 
TIME... 


SAVE 
MONEY... 


Priced Low 
to Pay for 
Itself 

Right Away! 


Tue VERSATILE 


e 400 Enlargement and reduction. 11” x 14” 
Viewing Area. 17” x 21” Copyboard Area. 18” x 
22” Floor Area. Portable—mounted on casters. 


Operate next to art table. No hand 
shadow. Paper Storage Shelf. $269.50 
Write for complete details 
on Model A and Model B 
Nearest Dealer on Request 


Manufactured by the 


M. P. GOODKIN CO. 


889 BROAD STREET e NEWARK 2, N. J. 
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Aesthetic Favorite . . 
play was voted most aesthetic in the exhibit. 


Company installed an almost 
sound-proof booth in an alcove of 
its display to project a sound motion 
picture promoting the Cleveland 
area for atomic instrument location. 
The device made possible sound mo- 
tion picture projection without the 
use of earphones or objectionable 
noise so far as adjoining exhibitors 
were concerned. 


e Coastal Publications Corporation 
... like a number of other exhibitors, 
effectively used unusual shapes of 
pegboard cutouts to serve as back- 
ground for its display. The use of 
partial rather than complete framing 
of these odd shapes further increased 
eye appeal. 


e Crane Company . . . mounted its 
valves on unframed transparent oval 
panels in such a manner that the 
valves appeared to float in midair. 
The plastic also carried identifying 
lettering. 


e Tektronix Inc. . . . This company 
made excellent use of brilliant vari- 
colored lighting to illuminate the 
dials and show the wave forms on its 
instruments. This had the effect of 
providing a brilliant animation for an 
otherwise static instrument exhibit. 


e Foster Wheeler Corporation 

Prominent in this company’s display 
was a large colored and lighted sche- 
matic diagram of the piping for one 
of the company’s reactor designs. 
Intriguing effect of giving a third 
dimension to background photo- 
graphs was achieved by bending 
clothes hanger wire to the shape of 
the outline of buildings or objects on 
the photographs, dipping this wire in 
white paint and mounting it several 
inches in front of the photograph. 
Identifying captions for the photo- 
graphs were also mounted on the 
wire rather than on the photo itself. 


. Built around a model of the ‘’Nautilus,’’ General Dynamics dis- 


e Pittsburgh Piping & Equipment 
Co. . . . Interesting use of double 
header assemblies was noted in the 
booth construction, one about 3 feet 
in front of the other. The rear header 
was illuminated by an indirect flasher 
so that each header alternated in 
attention getting. This company, as 
in the case of several others, used 
projected color slides rotating on a 
6-second interval basis. 


e Victoreen Instrument Co... . had 
a very interesting and warm appear- 
ing background made of pressed 
wood shavings. The background was 
easy to drill and work, required no 
finishing and, according to the ex- 
hibitor, was secured at a cost of 21: 
a square foot, not much above regu- 
lar wall board. 


e Sylvania Electric Products Ine. 

. To demonstrate the variety of 
fuel element shapes available, this 
company built a simulated reactor 
core into its background and inserted 
in the openings of the core full-size 
short ends of the different fuel ele- 
ment shapes. 


e Austin Co. ... This construction 
and engineering company achieved 
an interesting effect in giving the 
viewer a feeling that he was in a 
patio of a modern small office build- 
ing or plant. 


e American Machine & Foundry Co. 
... To convey a sense of proportional 
size, this company used small human 
figures in its cutaway reactor model. 
To demonstrate its density gages, the 
company had a cigaret-making ma- 
chine in operation in the booth. On 
loan from Philip Morris, the machine 
was accompanied by “Johnny” in full 
regalia. Highly popular in this ex- 
hibit also was the operation of the 
remote control master-slave to oper- 
ate this equipment. 





iNT IN CREATION Dogs CLEMENT Doo 


CLEMENT produces the finest letterpress color printing, 

in large editions, for leading American advertisers and 

publishers. In addition, Clement can furnish useful | | 

creative service. A competent staff of idea and copy ! W Mean a 

men, artists, and typographers is ready to help you if, . “ Oty 

when, and as you wish. esueiocitad mma tts agit slsags 
Clement’s good reputation is based on complete cus- 

tomer service. Its creative service department is another 

unique example... another reason why leading busi- 

nesses take pride in and profit from sharp, clear color 


printing by Clement. Yet this fine printing costs no more. 


enti let ee 
ee FeAl | Ra 


3 LORD ST., BUFFALO, N.Y. 245 ERIE ST., BUFFALO, N., Y. i SOUTH SOTO ST., LOS ANGELES, CAL. 870 BRANNAN ST., SAN FRANCISCO, CAL. 





| The New 
| 
| 


ALL-PURPOSE 
DISPLAY 
BACKGROUND 


Saves hundreds of dollars! 





CORRO-ssr ° 
Makes you-your product- 
your message - 
the focal point of 
SALES MEETINGS 
CONVENTIONS ¢ EXHIBITS 


tt 


IT’S FLAME-PROOF 


It's versatile! Point it, silk screen it, 
decorote it; for charts, graphs, sales mes- 
sages, as a projection screen, etc. Hun- 
dreds of such diverse organizations as 
Raytheon, Hiram Walker, Packaging 
institute, Armour, Bureau of Advertising, 
Equitable Life, use CORRO-SET. 


It's striking! Modern design, of satiny- 
smooth corrugated board in beautiful 
pastel blue. Stands 7'7” high, adjusts in 
width from 9° to 11°10”. 

It's long-lasting! Philip Morris used it 
| 98 times os a backdrop for a traveling 
armed-services show in Europe! 


It's easy to handle! 
Sets up in minutes, with- 
out tools. Repacks easily, 
| Comes in attractive one- 
hand carrying case. 
Weighs only 37 Ibs. 


It's flame-proof! Officially registered 
by the State of California; you can't 
inflame it with a blowtorch! 


ol 345 


MONEY BACK GUARANTEE 
*eeeeces¢eeesee#e7n2#ee#ee#es: 
DISPLAY DIVISION, Dept. AR3 
Gibraltar Corrugated Paper Co., Inc. 
3 Entin Road, Clifton, N. J. 





(C) ENCLOSED CHECK FOR $........ Pei sccenes 
CORRO-SET DISPLAY BACKGROUNDS AT $45 


() SEND NEW CORRO-SET BROCHURE 


NOME. oc cccccccccccsscceccecccenceveseses 
I a a a ae egies 
| OR e600 000 0 08H OSKECECO KES SORTER EES 
| Cindniettecxnaetenonewnen SOs ccc vcccess 
eeeeeeeveeeeeveeeeeee 
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Pegboard Backgrounds. . 
brilliant colors was noted in displays throughout the show 


e Great Britain ... With 14 com- 
panies participating in the British 
display, the British government 
achieved good cohesion through the 
use of a photomontage background 
tying together its various nuclear 
establishments. The British are said 
to have done a land-office business 
at the show. They reported their first 
sale less than two hours after the 
show opened. 


e Metals & Controls Corp... .Strik- 
ing in the background of this com- 
pany’s exhibit was a simply obtained 
effect. Radial slits backed up by a 
rotating brilliantly illuminated pur- 
ple disc gave the impression of con- 
tinuous sunbursting. To demonstrate 
its ability to attach thermostatic met- 
als to other metals, the company has 
developed a device where small discs 
continuously jump from anvil to an- 
vil and back again. Samples of these 
discs were handed out during the 
early part of the show week, but a 
halt was called when the total num- 
ber of discs given away passed the 
10,000 mark (at a cost of 20¢ each). 


e Allis-Chalmers Manufacturing Co. 

had a large, complete atomic 
power plant including all buildings 
necessary for its operation. The 
model could be operated by visitors 
and earphones gave the story from 
dise recordings. 


e Leeds & Northrup Co. ... unusual 
background 10’ high of plain glossy 
white with black discs about 4” in 
diameter simulated a reactor core. 
One of the most effective and strik- 
ing backgrounds in the show. 


e Newport News Shipbuilding and 





Extensive use of pegboard backgrounds in unusual shapes and 


Dry Dock Co. ... Its display was fea- 
tured by a cutaway model of the 
‘Atomic Mariner,’ a proposed 
freignter with an atomic power plant 
Also shown was a cutaway reactor 
model in metal rather than the cus- 
tomary plastics and other non-metal- 


lics. 


@e General Electric Co. ... The larg- 
est exhibit in the show, this was 
island type, built as a walk-through. 
In the center was a completely en- 
closed office surrounded by three- 
dimensional models of: various GE 
atomic reactors. All models were 
wired for sound explanations with 
muitiple earphones. All models were 
also of the operating type. 


e Ray Proof Corp. ...This company 
used a background to simulate a wall 
built of its high density concrete 
blocks for atomic shielding. An ell 
of this wall sticking forward into the 
booth contained several of the actual 
concrete blocks. These could be re- 
moved for inspection. 


e Thompson Products, Inc. . . . In- 
stead of using a plastic tile floor, this 
company had a “tile carpet’ made 
up of squares of rope tiles tied to- 
gether with twine. While the mate- 
rial comes in rolls, individual “tile” 
sections are supplied for replace- 
ment. 

Due to the large attendance, re- 
strictions had to be put on literature 
distribution by many exhibitors. Re- 
stricting of public admission to the 
evening hours proved of help in con- 
serving literature supply for the ex- 
hibitors. 44 
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DID YOU EVER SEE 
ANYTHING AS WHITE 
AS THE WHITES 

IN THESE CARTOONS? 


The cartoons are reprinted, with 
permission of Caterpillar Tractor Co., 
Peoria, Illinois, from a ‘‘Welcome to 
Caterpillar” brochure—a prospectus to 
dealers on customer plant visits. 


The startling effect of the white areas is 
produced by the super-whiteness of the 
newest grade in the Beckett line— 
Beckett Hi-White. 


The prospectus is in portfolio form— 
a jacket and a number of enclosures. Some of 
the pieces are on cover weights, some on 
book papers. Beckett Hi-White is 
well represented throughout. 


Says J. E. Woodson, of Caterpillar’s Sales 
Promotion Department, ‘“‘We are very happy 
about the whole thing, especially the 
Hi-White stock which ‘made’ the job.” 


May we add that this new achievement 
in papermaking does more than accentuate 
the white areas. Type looks extra sharp, 
blacks look extra black, colors look 
deeper-toned, finest details of the original 
artwork are preserved. Try Beckett Hi-White 
on your next deluxe printed production. 


BECKETT PAPER 
Company 


Makers of Good Paper in 
Hamilton, Ohio, Since 1848 





DISTRIBUTED BY: 


ALABAMA 
Graham Paper Company 
Sloan Paper Company 
Partin Paper Company 


ARIZONA 
Butler Paper Company 
Graham Paper Company 
Graham Paper Company 


ARKANSAS 
Roach Paper Company 


CALIFORNIA 
Sierra Paper Company 
Sierra Paper Company 
Pacific Coast Paper Company 
Sierra Paper Company 
Pacific Coast Paper Company 


COLORADO 
Butler Paper Company 
Graham Paper Company 
Butler Paper Company 


CONNECTICUT 
Henry Lindenmeyr & Sons Hartford 
Storrs & Bement Company Hartford 
Bulkley, Dunton & Company, Inc.. New Haven 
Henry Lindenmeyr & Sons New Haven 
Storrs & Bement Company New Haven 


DISTRICT OF COLUMBIA 
Stanford Paper Company 


FLORIDA 
Jacksonville Paper Company 
Everglade Paper Company 
Central Paper Company 
Capital Paper Company 
Tampa Paper Company 


GEORGIA 
Sloan Paper Company 
Macon Paper Company 
Atlantic Paper Company 


ILLINOIS 
James White Paper Company 
J. W. Butler Paper Company 
J. W. Butler Paper Company 


INDIANA 
Butler Paper Company 
C. P. Lesh Paper Company Evansville 
Butler Paper Company Ft. Wayne 
The Central Ohio Paper Company /ndianapolis 
The Chatfield Paper Corporation .1ndianapolis 
C. P. Lesh Paper Company Indianapolis 
Mid-States Paper Company Terre Haute 


IOWA 
Western Newspaper Union 
Weber Paper Company 
Western Newspaper Union 


KANSAS 
Butler Paper Company 
Graham Paper Company 


KENTUCKY 
Graham Paper Company 
Louisville Paper Company 
Rowland Paper Company 


LOUISIANA 
Butler Paper Company 
Graham Paper Company 


MAINE 
Carter, Rice, Storrs & Bement 


MARYLAND 


The Barton, Duer & Koch Paper 
Company 


MASSACHUSETTS 
Carter, Rice, Storrs & Bement Boston 
Cook-Vivian, Lindenmeyr Co., Inc. Boston 
Bulkley, Dunton & Company, Inc. Springfield 
The Paper House of New England Springfield 
Carter, Rice, Storrs & Bement Worcester 


MICHIGAN 
Butler Paper Company 
The Union Paper & Twine Company 
Central Michigan Paper 
Company 


MINNESOTA 
John Boshart Paper Company 
Butler Paper Company 
Graham Paper Company 
Inter-City Paper Company 
Inter-City Paper Company 


MISSISSIPPI 
Graham Paper Company 


MISSOURI 
Butler Paper Company 
Graham Paper Company 


Birmingham 
Birmingham 
Mobile 


Phoenix 
Phoenix 
. Tucson 


Little Rock 


Long Beach 
Los Angeles 
Oakland 

San Diego 
San Francisco 


.. Denver 
Denver 


.Pueblo 


Washington 


Jacksonville 
Miami 
Orlando 
Tallahassee 
Tampa 


Atlanta 
Macon 
Savannah 


Chicago 
Chicago 


Peoria 


Evansville 


Des Moines 
Dubuque 
Sioux City 


Wichita 
Wichita 


Louisville 
Louisville 
Louisville 


New Orleans 
New Orleans 


Augusta 


Baltimore 


Detroit 
Detroit 


Grand Rapids 


Duluth 
Minneapolis 
Minneapolis 
Minneapolis 

St. Paul 


Jackson 


Kansas City 
Kansas City 


Butler Paper Company St. Louis 
Graham Paper Company St. Louis 
Butler Paper Company Springfield 


MONTANA 
Western Newspaper Union 
Yellowstone Paper Company 
Ward Thompson Paper Company 


NEBRASKA 


Western Newspaper Union 
Western Paper Company 


NEW JERSEY 
Henry Lindenmeyr & Sons 


Billings 
Billings 
Butte 


Lincoln 
Omaha 


Newark 


NEW MEXICO 
Graham Paper Company Albuquerque 
NEW YORK 
The Hudson Valley Paper Company 
The Alling & Cory Company 
The Union Paper & Twine Company 
The Alling & Cory Company 
Miller & Wright Paper 
Company New York City 
Division of The Alling & Cory 
Company 
Bulkley, Dunton & Company. . New York City 
Henry Lindenmeyr & Sons. Long Island City 
Marquardt & Company, Inc. New York City 
The Stevens-Nelson Paper 
Corporation ; 
The Alling & Cory Company 
The Alling & Cory Company 
Troy Paper Corporation 
The Alling & Cory Company 


Albany 
Buttalo 
Buffalo 
New York City 


New York City 
Rochester 
Syracuse 

Troy 

Utica 


NORTH CAROLINA 
Henley Paper Company 
Caskie Paper Company, Inc. 
Charlotte Paper Company 
Henley Paper Company 
Raleigh Paper Company 


NORTH DAKOTA 
Western Newspaper Union 


Asheville 
Charlotte 
Charlotte 

High Point 
Raleigh 


Fargo 


OHIO 
The Union Paper & Twine Company. . 
The Chatfield Paper Corporation 
The Cincinnati Cordage & Paper 
Company Cincinnati 
The Diem & Wing Paper Company Cincinnati 
The Whitaker Paper Company Cincinnati 
The Central Ohio Paper Company .. Cleveland 
The Union Paper & Twine Company. Cleveland 
The Central Ohio Paper Company ..Columbus 
The Central Ohio Paper Company Dayton 
The Cincinnati Cordage & Paper 
Company 
The Central Ohio Paper Company 


OKLAHOMA 
Graham Paper Company 
Beene Paper Company 


Akron 
Cincinnati 


Dayton 
Toledo 


Oklahoma City 
Ke Tulsa 


OREGON 
West Coast Paper Company Portland 
PENNSYLVANIA 
Garrett-Buchanan Company 
The Alling & Cory Company 
Garrett-Buchanan Company 
Garrett-Buchanan Company 


Allentown 
Harrisburg 
Lancaster 
Philadelphia 


D. L. Ward Company 

The Alling & Cory Company 

The Chatfield & Woods Company 
of Pa. ‘ 

Garrett-Buchanan Company 


RHODE ISLAND 


Carter, Rice, Storrs & Bement Providence 
Cook-Vivian, Lindenmeyr Co., Inc.. Providence 


SOUTH CAROLINA 
Palmetto Paper Company 


SOUTH DAKOTA 
Sioux Falls Paper Company 


TENNESSEE 

Graham Paper Company 

Sloan Paper Company 

The Cincinnati Cordage & Paper 

Company 

Graham Paper Company 
Graham Paper Company 
Graham Paper Company 


TEXAS 
Graham Paper Company 
Southwestern Paper Company Dallas 
Graham Paper Company El Paso 
Southwestern Paper Company Ft. Worth 
Graham Paper Company Houston 
Southwestern Paper Company Houston 
Graham Paper Company Lubbock 
Graham Paper Company San Antonio 


UTAH 
Western Newspaper Union 


VIRGINIA 
Caskie Paper Company, Inc. 
B. W. Wilson Paper Company 


WASHINGTON 
West Coast Paper Company 
Independent Paper Company 
Allied Paper Company. . 


WEST VIRGINIA 
Copco Papers, Inc. 
The Cincinnati Cordage & Paper 

Company ; 


Philadelphia 
Pittsburgh 


Pittsburgh 
Reading 


Columbia 
Sioux Falls 


Chattanooga 
Chattanooga 


Knoxville 
Knoxville 
Memphis 
Nashville 


Dallas 


Salt Lake City 


Lynchburg 
Richmond 


Seattle 
Spokane 
Tacoma 


Charleston 


Huntingcon 


WISCONSIN 
Standard Paper Company 
Steen-Macek Company 
Standard Paper Company 
Standard Paper Company 
Standard Paper Company 


EXPORT AGENTS: 
Bulkley, Dunton Paper Company, 
S. A. ‘ New York City 
Butler American Paper Company 
Inc. New York City 
National Paper & Type 
Company... 


Appleton 

Green Bay 
Madison 
Milwaukee 
Wisconsin Rapids 


New York City 


FOREIGN AGENTS: 
T. B. Little Papers, Ltd. 


Montreal, Quebec, Canada 
MacFarlane Son & Hodgson, Ltd. 


Montreal, Quebec, Canada 
Whyte-Hooke Papers, Ltd. 


Toronto, Ontario, Canada 
Coast Paper Company, Ltd. 


Vancouver, B. C., Canada 
Mid-West Paper Sales, Ltd. 


Winnipeg, Manitoba, Canada 


Tuts 1s BUCKEYE Cover, Hi-Wuirte, VELLUM Finisn, 50 Ls. 





IDEA ALBU M 


PUBLICITY 
File Cards Prove Helpful to Editors 


Keeping track of publicity sources is just as tough a job for editors 
as the publicity man’s job of keeping track of editors. At least one 
publicity organization has come up with a helpful idea. It sends 
editors a set of printed 3x5” file cards indexing and cross-indexing 
all of its accounts, the products and services they offer and the 
people to contact for special information. Since most editors main- 
tain a 3x5” file for their own “contacts,’’ such an aid can be put 
to immediate use. In addition, it provides an effective method for 
announcing new accounts and clients’ changes. 


SPECIALTIES 
New Applications for “Standard” Items 


When you think you've just about run out of ideas for ‘‘unusual”’ 
advertising specialties, you might consider an idea which has been 
used effectively by several advertisers. They take an item which 
is normally intended for home use and offer it as an “office tool’’— 
or an office item and offer it for home use. There's almost no end to 
the possibilities. Consider, for example, one of those handy little 
combination hammer-screw driver sets, normally intended for a 
kitchen drawer at home. A natural for the office desk. And many 
homes can use a stapler or an imprinted memo pad. 


PRESENTATIONS 


Pass Cases Prove Effective 


Several advertisers have licked the dual problem of getting sales- 
men to carry bulky presentations and getting prospects to look at 
them by the simple expedient of reducing them to fit pass cases 
(those transparent plastic envelopes for credit cards, identification 
cards, etc. ). While the small size presents some difficulty in drama- 
tizing certain points, the novelty angle frequently offsets this dis- 
advantage. Such presentations also offer an interesting use of 
advertising specialties—leaving a billfold or just a pass case com- 
plete with a copy of the presentation. 


CONVENTIONS 


Calendar Stickers a Sure Reminder 


Among the many ideas developed to remind convention goers of 
upcoming convention dates, one of the most effective is probably 
the most simple of all—reminder stickers to be used on a calendar. 
The same idea, of course, can be applied to any kind of meeting, 
special promotion events, etc. One club, for example, sent out a 
perforated sheet with complete information about each of its meet- 
ings scheduled for a six-month period—date, time, place, subject, 
speaker, phone number to call for reservations, etc. Each sticker 
was kept small enough to be applied to any size of desk calendar. 


PRESENTATIONS 


Reproductions of Magazine Covers 


Almost a standard part of the presentation of any new campaign 
is a series of reproductions of covers of consumer magazines to be 
used in the campaign. A low-cost method for including this feature 
in your next presentation is to obtain miniature reproductions of 
magazines and have them pasted into position rather than going to 
the expense of having plates made. A large number of consumer 
magazines have such miniatures available free or at a very low 
cost. If you still want to print the covers, most magazines have 
plates available from their own advertising and will loan them. 


VISUAL AIDS 


Low-Cost Stereo Kits 


Increased use of stereo (3-D) cameras have brought onto the mar- 
ket several inexpensive viewers, which fold for mailing or ease of 
carrying. If you have a product which requires full-color or three- 
dimensional presentation, the use of such viewers is a natural. For 
as little as $1 each, you can prepare a complete presentation kit— 
3-D color slide, stereo viewer, mailer or carrying case, and printed 
material to go with the picture. It's best to allow a slightly larger 
budget, but the job can be accomplished in the $1 range when nec- 
essary, particularly in quantity. 


TYPOGRAPHY 
Preparing Your Own Paste-Up Type 


While commercial sources now offer an almost infinite variety of 
typefaces and hand-lettering styles on adhesive-backed sheets, 
there is always demand for other faces, weights and sizes to meet 
special needs. An effective solution to your own special problems 
is to select those faces which you use most frequently and have a 
typographer pull repro proofs of complete alphabets. These can 
then be stated or offset-printed in quantity on either adhesive- 
backed or plain stock for instant use when revising copy. Some 


typographers even will proof the material on adhesive-backed, 
transparent sheets. 


DIRECT MAIL 
Misspellings Offer “Foot In Door” 


Giles B. McCollum of the Reuben H. Donnelley Corp., Chicago, 
offered this idea at the 1954 Mail Advertising Service Assn. con- 
vention: an intentional misspelling on the first mailing gives an 
opportunity to make a second mailing on your own letterhead, 
apologizing for the error. Response is good, he reported, and much 
good will for the firm is secured. Misspellings also have been used 
effectively as an excuse for hand-written marginal notes or foot- 
notes on “'stock’’ letters. Another idea: a misspelled name on the 
envelope can provide an eye-catching starter for the material inside. 
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ost advertising 


agencies and advertisers 


know...the A. IA. phrase 


‘lowest practical cost is 


based on actualities... 
expert craftsmen, fewer 
revisions, shop short cuts 


and correct costs. 


¢ 


VERTi«¢ 
/ 
1 


For further information 


contact the member nearest you or 


Advertising Typographers Association 


of America, Inc. 


Executive Offices: 461 EIGHTH AVENUE, NEW YORK CITY 1 


GLENN C. COMPTON, Executive Secretary 


34 ¢* ar « March 1956 


Advertising Typographers 
Association 
of America, Inc. 


AKRON, O. 
The Akron Typesetting Co. 


ALBANY, N. Y. 
Composition Corporation 


ATLANTA, GA. 
Higgins-McArthur Company 


BALTIMORE, MD 
The Maran Printing Co. 


BOSTON, MASS. 

The Berkeley Press 
Machine Composition Co. 
H. G. McMennamin 


BUFFALO, N. Y. 

Axel Edw. Sahlin Typographic Service 
CHICAGO, ILL. 

J. M. Bundscho, Inc. 

The Faithorn Corp. 

Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Company 

CINCINNATI, O 

The J. W. Ford Company 


CLEVELAND, O 

Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 


COLUMBUS, O. 


Yaeger Typesetting Co., Inc. 


DALLAS, TEX. 


Jaggars-Chiles-Stovall, Inc. 
DAYTON, O. 

Dayton Typographic Service 
DENVER, COLO 

The A. B. Hirschfeld Press 


DETROIT, MICH. 
Arnold-Powers, Inc. 

The Thomas P. Henry Co. 
Fred C. Morneau Co. 
George Willens & Co. 


INDIANAPOLIS, IND. 

The Typographic Service Co., Inc. 
KALAMAZOO, MICH. 

Claire J. Mahoney 


MILWAUKEE, WIS. 


Arrow Press 


MINNEAPOLIS, MINN, 
Duragraph, Inc. 


NEW YORK, N. Y. 

Ad Service Company 
Advertising Agencies’ Service Co., Inc. 
Advertising Composition, Inc. 
Artintype, Inc 

Associated Typographers, I 
Atlas Typographic Service 
Central Zone Press, Inc 

The Composing Room, Inc. 
Composition Service, Inc 
Diamant Typographic Service, Inc. 
A. T. Edwards Typography, Inc. 
Empire State Craftsmen, Inc 
Graphic Arts Typographers, Inc. 
Huxley House 

Imperial Ad Service 

King Typographic Service Corp. 
Lino-Craft Typographers, Inc. 
Master Typo Company 

Morrell & McDermott, Inc. 
Chris F. Olsen 

Frederic Nelson Phillips, Inc. 
Philmac Typographers, Inc. 
Royal Typographers, Inc. 
Frederick W. Schmidt, Inc. 
Harry Silverstein, Inc. 
Supreme Ad Service, Inc. 
Tri-Arts Press, Inc. 
Typographic Craftsmen, Inc. 
The Typographic Service Co. 
Vanderbilt-Jackson Typography, Inc. 
Kurt H. Volk, Inc. 

NEWARK, N., J. 

Barton Press 

William Patrick Co., Inc. 
PHILADELPHIA, PA 

Walter T. Armstrong, Inc. 
Alfred J. Jordan, Inc. 
Progressive Composition Co. 
Typographic Service, Inc. 
PORTLAND, ORE. 

Paul O. Giesey Typographer 
ST. LOUIS, MO. 

Warwick Typographers, Inc. 
SEATTLE, WASH. 

The Deers Press 

Frank McCaffrey's 

SYRACUSE, N. Y. 

Syracuse Typesetting Co., Inc. 
TORONTO, CANADA 

Cooper & Beatty Limited 


- for more details circle 152, page 129 





dwertising Requirements 


How to make 


Employee Manuals 


DRAMATIC se =) \ 


> 


An expert in the design of employe handbooks offers some important 


guideposts for the most effective handling of the internal publication. 


By Herbert C. Rosenthal 
Director, Graphics Institute 
New York, N. Y. 


A while back we were called in to 
help Liebmann Breweries, brewer of 
Rheingold beer, present to its em- 
ployes the full, positive story of 
Rheingold’s Health Plan. It seems the 
Rheingold plan had been in existence 
for a number of years, with employes 
getting the story via “legalese” in- 
surance booklets and word of mouth 
explanations from supervisors and 
fellow employes. 

Under the Rheingold plan, the em- 
ployer paid the major share of the 
cost. The employes added a small 
amount—in return for which they 
received liberal benefits, far in excess 
of what their own contributions 
could have bought. But both new and 
veteran Rheingold employes were 
frequently heard to ask: 

“Why do we have to pay for health 
insurance? What do we get out of it?” 


> The firm’s new labor relations con- 
sultant, Anna M. Rosenberg Associ- 
ates, recognized that this was essen- 
tially a problem of communications. 
So we were called in to produce a 
booklet which would tell the story 
of the Rheingold Health Plan in 
clear, interesting drawings and sim- 
ple text. 

Working with the Rosenberg firm 
and Rheingold’s treasurer, M. R. 
Weiss, we hammered out an approach 
based on principles we'll explain 


later in this article. The first dummy 
we showed to Philip Liebmann, pres- 
ident of the firm, contained only 
drawings and headlines, with text 
indicated. “This is fine,” was his re- 
sponse. “We could give them this 
without any text, and they’d get the 
story.” 

This reaction was quite gratifying, 
since our aim was to get the high- 
lights of the plan across, even to the 
worker who just turned through the 
booklet. However, we did want to be 
complete for the employe who would 
read for full information or refer- 
ence. So quite a lot of time was put 
into writing a simple but lively text. 


> When the booklets were distrib- 
uted to the Liebmann employes, 
there were some very interesting re- 
sults. Seeing the details of their 
health plan in clear, tangible form, 
the Rheingold employes appreciated 
the full scope of their benefits for the 
first time. They took the booklets 
home to show to their families and to 
friends who worked in other indus- 
tries. 

When Rheingold installed a new 
pension plan shortly thereafter, the 
company made sure its employes 
appreciated the benefits right from 
the start by having us work out with 
the Rosenberg office a booklet intro- 
ducing the new pension plan. 

Summing up his experience with 
the booklets, the firm’s president, 
Philip Liebmann, said: 

“The preservation of our free en- 


terprise system is dependent upon 
both action, such as these booklets 
describe, and also public relations 
in the form of making sure people 
understand the action which has been 
taken.” 


>A trade magazine commented edi- 
torially: 

“The booklets describe in a graphic 
manner the worker security meas- 
ures taken by the company. Mr. 
Liebmann says that many of the 
workers have told him they’re more 
than ever convinced Rheingold is a 
good place to work. 

“But the important point is that 
all these plans have been in force 
for some time. The workers were told 
about them in meetings and through 
mailings. Yet, somehow, they weren’t 
impressed that their company was 
going out of its way to make their 
lives more stable and secure until 
they got these booklets. 

“We wonder how many other com- 
panies are just as benevolent as 
Rheingold, yet do nothing about tell- 
ing their workers about it.” 


>Is your company telling as well as 
doing? Do its employe booklets 
clearly and positively dramatize the 
benefits of working for your firm? 
Or is your company—like so many 
others—still limping along with em- 
ploye booklets set in solid 6 pt. type, 
presenting material in a negative, 
“legalese” fashion? 

If you are interested in getting the 
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( Adapted from a list compiled by the 
American Water Works Assn., the fol- 
lowing checklist should be helpful in 
deciding what information to include in 
an employe handbook. ) 


Employe Information 


@ (About pay ) 
When paid 
Where paid 
In what form payment is made 
Explanation of deductions 
Payment for overtime 
Automatic pay increases 
Merit increases 


e@ (About hours ) 
Normal work week 
Specific hours in each shift 
Assignment to shifts 
Time allowed for lunch 
Time out for rest periods for office staff 
Time-recording procedure used 


@ (About holidays ) 

List of holidays observed 

Method of covering operations during 
holidays for 24-hour operations 


@ (About vacations ) 
Amount of vacation allowed 
When taken 
How much or how little taken at once 
Can it be cumulated 
Extension of vacation without pay 
Method of computing vacation pay 
Sickness during vacations 


@ (About absence ) 
Requirements concerning notification 
Types of absence during which pay is 
continued despite lack of regular benefit 
plan —jury duty, voting, military drill, 
death in family 


most out of your basic communica- 
tions to employes, here are some 
principles you should find helpful: 


1. Tell your basic story in art plus 
headlines Remember that the 
average U.S. factory worker has 
completed only 8.7 years of school- 
ing. He gets most of his information 
from tabloid newspapers, picture 
magazines and comic books. To get 
your basic message to him, you’ve 
got to flash it quickly in clear, inter- 
esting art and short headlines. 


2. Improve readability through slick 
production . . . Use two colors, if 
possible. Don’t go smaller than 10 
pt. in your body copy, with ample 
leading between lines. Group your 
subject matter into definite cate- 
gories. And if your budget can stand 


Authorized leave — military service, 
travel, health 


Benefits 


@ (About insurance ) 
Who pays and how much 
What are the limits that can be pur- 
chased 
Can it be retained after termination 
Can it be retained after retirement 


@ (About hospitalization ond medical 
plans ) 
What benefits does it provide 
Who pays and how much 
Does it cover the employe’s family 
Can it be retained after termination 
Can it be retained after retirement 


@ (About pensions ) 

What are the eligibility requirements 

What are the benefits 

Are any benefits obtainable upon ter- 
mination before retirement 

Are any benefits payable to the em- 
ploye’s family 

Who pays and how much 


Special Opportunities 


A number of other special programs 
and opportunities are now offered by 
some employers. The list is almost end- 
less, but some of the more common 
which deserve full coverage in the hand- 
book are: 

Suggestion boxes, with payment for 
usable ideas 

Training programs, for job advance- 
ment or for general education; policy on 
spare time school attendance. 

Discussion groups, on industry and 
civic problems 

Library facilities 

Association memberships and attend- 
ance at conventions 


it, use tab indexing to make it easy 
for your readers to refer to specific 
sections. 


3. Use an animated symbol to repre- 
sent the company . . . Many com- 
panies have a logotype or emblem 
which can be animated and used to 
symbolize the company. If no emblem 
is available, you can probably invent 
a symbol based on the company’s 
industry or products. Using this sym- 
bol to represent the company in your 
artwork enables you to be humorous 
without being undignified. And 
where you have to set forth some 
“don'ts,” the abstract symbol can 
portray the bad news—rather than 
have the message come directly from 
identifiable members of management. 


4. Sum up .. . Use a visual pano- 


Employe Manual Checklist 


Recreation programs, including provi- 
sion of recreation rooms, sponsorship of 
athletic teams, sponsorship of clubs and 
of staff special events 


Miscellaneous 


Grievance procedure 

Safety program 

Civil service rules 

Employe solicitations 

Change of address 

Change of marital status or depend- 
ents 

Personal use of the telephone 

Personal mail 

Smoking at work 

Loans or advances 

Cashing of checks 

Purchase by employes at a discount 

Use of company cars 

Use of personal cars on company 
business 

Parking facilities 

Visiting other departments 

Lost and found 

Courtesy 

Conduct and appearance 

Civilian defense activity 

Personal injuries 

Service recogniticn 

Bulletin board 

Other employment 

Good housekeeping 

Drinking and gambling on the job 


In addition to programs such as the 
above, the cost of which the employes 
usually share, some larger firms also 
offer free on-the-job medical service, 
special death benefits and similar inci- 
dental welfare provisions that should 
be outlined in the handbook. Finally, 
coverage under federal social security 
and state unemployment compensation 
laws should also be described carefully. 


rama or illustrated table to sum up 
the benefits of the plan. Displayed on 
a single page or two page spread, this 
gives the employe the highlights of 
the plan and gets across to him the 
broad nature of its coverage. 


5. Keep it light .. . We don't advo- 
cate making the company manuals 
into comic books. But keep the illus- 
trations light, with frequent touches 
of humor. The same goes for the text. 
It should be simple, informal, friend- 
ly, conversational. Use the “you” 
approach. 


6. Keep it short ... Try not to go 
over 36 pages—in pocket size, with 
plenty of white space. Remember 
that you don’t have to spell out every 
last detail. Where the booklet is 
based on a voluminous union or in- 
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surance contract, cover the important 
principles—and refer your reader to 
the text of the agreement for the 
details. If the essential information 
about rules plus pensions plus health 
plan makes for too long a booklet, 
you might cover them in two or three 
separate booklets. 


>There are many specific advan- 
tages to presenting information in a 
manual for employes and prospective 
employes. It makes for a better in- 
formed and therefore more efficient 
staff. It reduces employe turnover. 
It speeds up the orientation and 
training of new employes. It attracts 
new applicants, gives them a clear 
enough picture to filter out those 
who would not fit in. 

These and many other benefits can 
flow from an attractive, well thought 
out employe manual. To harvest 
these benefits means merely apply- 
ing many of the same techniques 
you apply regularly to any advertis- 
ing or public relations problem. So 
don’t let the labor lawyers and per- 
sonnel men scare you. 

Keep it light, keep it gay, make it 
personal. 44 


Meet ‘Down on the Farm 
To Introduce New Tool 


When Leonard M. Strunk, who 
manufacturers on a 350-acre farm 
as Strunk Equipment Co. (Coates- 
ville, Pa.), came out with the Strunk 
“SpeeDemon” chain saw, he intro- 
duced the new product with a two- 
day jamboree “down on the farm.” 

More than 150 U.S. and Canadian 
distributors and their wives came to 
Coatesville at Strunk’s expense for 
the two-day jamboree, which was 
held in a barn. In between serious 
business meetings, distributors and 
their wives were treated to a clam 
bake, Indian and cowboy entertain- 
ment, square dancing, especially 
prepared box lunches, demonstra- 
tions and cordiality from profes- 
sional models dressed as farmerettes. 
In addition, the ladies were taken 
on guided tours to nearby points of 
interest. 

The distributors were furnished 
with wide-brimmed straw hats, 
farmer style, and silver tie clasps 
duplicating a Strunk chain saw in 
miniature, while the ladies were 
given aprons with Pennsylvania 
Dutch designs as a souvenir. 

During business meetings, distrib- 
utors heard talks on today’s farm 
market. A plant tour was also ar- 
ranged to show distributors present 
Strunk manufacturing processes and 
the company’s plans for a complete 
power equipment line. 44 
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Didn’t Catch On... 


. Wide-mouth containers developed by Heinz Co. in response to 


consumer demand were abandoned when tests showed consumers wouldn’t buy. 


Old Favorite Going Strong 


Heinz Continues Familiar Ketchup Bottle 
When Tests Show Consumers Won't Change 


Breathes there a ketchup-user 
with patience so great he has never 
volubly and forcefully wished that 
Heinz Co. would put the ketchup in 
an “easy-to-pour” bottle? 

Judging from the thousands of let- 
ters pouring into its offices, the H. J. 
Heinz Co., Pittsburgh, felt there was 
hardly a Heinz ketchup user left who 
did not want the company to switch 
from the old narrow-neck bottle to 
a wide-mouth “spoon-out” jar. 

As a No. 1 ketchup producer, 
Heinz felt it had an obligation to 
oblige the customers and set a de- 
signing team to work on new ketch- 
up containers. 

Two well-designed jars were pro- 
duced—each with a wide mouth for 
easy spooning. Attractive for table 
use with easy to remove labels, the 
jars were made in two sizes—a 10%4- 
oz. size, resembling a mustard jar, 
and an 8'2-oz. size that was round 
or globe-like in shape. 

The new containers proved to be 
the surprise of the year, however, to 
Heinz. When they were introduced 
in stores in Pittsburgh and Detroit 
for testing, Heinz found that despite 
the thousands of letters requesting a 
change in the ketchup containers, 
the customers were still buying their 
ketchup in the old, narrow-neck 
bottle in ratios ranging from 17 to 


33 of the old to one of the new! 

A re-examination of the new jars 
brought many faults to light includ- 
ing: 

e Shorter “shelf-life” for the new 
ketchup container. . . . The much 
larger cap was not as efficient a clo- 
sure as the small bottle cap. This 
tended to make the ketchup darken 
more quickly in the wide-mouth jars 
than in the small-necked standard 
bottles, which presented far less air 
space. 

e Poor store display. ... Any ad- 
vantages of the containers for dis- 
play purposes were offset by the fact 
that the retailer is accustomed to 
using stacking dividers on squat 
packages. Also, more shelf space was 
required because of the wider base 
and the stubbiness of the package. 

e Increase in cost per ounce to the 
customer. . . . Since the wide-mouth 
jars could not be filled as rapidly or 
as efficiently as the standard bottles, 
increased production costs presented 
themselves. 

The conclusions were obvious. 
Heinz has discontinued the experi- 
ment with the certain knowledge 
that sometimes consumers really 
don’t want packaging changes in 
favorite products, even though they 
write letters and are extremely vocal 
in their suggestions. 44 





Tomorrowland . . . Here is where three original applications of 16mm movies are seen 
daily. Circarama, Richfield shows are at left, Trip to Moon behind rocket 


new visual aids 


draw visitors 


to exhibits at 


Among its many creative achieve- 
ments, Disneyland has turned up 
three of the most original applica- 
tions of 16mm movies ever devel- 
oped. 

Fittingly enough, these new movie 
techniques have all been set up in 
Tomorrowland. Also of interest is the 
fact that the highly creative media 
have been put to sound, down-to- 
earth, hard selling jobs by their 
sponsors. 

The three shows are: 


e Circarama ... sponsored by Amer- 
ican Motors. This movie-in-the- 
round presents a continuous, 11- 
screen picture on a 40-foot diameter 
circular screen. 

e The World Beneath Us. . . spon- 
sored by Richfield Oil. On what is 
probably the oddest shaped movie 
screen ever developed, this show 
reviews the creation and develop- 
ment of oil resources, past and fu- 
ture. 

e A Trip to the Moon. . . sponsored 
by Trans World Airlines. Passengers 
are taken on a simulated rocket ship 
ride around the moon through mov- 


ies projected into the rocket’s space 
scanners. 


Before going into specifics, it may 
prove worth while to evaluate the 
significance of the background events 
which led to the creation of these 
presentations. 


>The year preceding the opening of 
Disneyland found the Hollywood 
film industry in general and Walt 
Disney Productions in particular 
taking on an altered face and an 
almost completely new role. Tele- 
vision and movies, once regarded as 
bitter enemies, had joined forces and 
long before the mammoth amuse- 
ment park opened, Disneyland had 
become an American by-word. 

So, as a result of Disneyland, the 
tv program, Disneyland the play- 
ground got what was probably the 
biggest sendoff achieved by any car- 
nival ever staged. Disneyland has 
been made up to be so many things 
to so many people that it is entirely 
in keeping to refer to it as a carnival. 

Where the three movie shows un- 
der discussion are concerned, the 


Among its many creative 


achievements, Disneyland has 


turned up three of the most origi- 


’ 


nal applications of 16mm movies 


ev 


carnival comparison is highly appro- 
priate. It is one of the oldest general 
rules of selling that the American 
public is at its open-minded best 
when relaxed at a carnival or fair. 
And, certainly, no amusement center 
has ever done a better job of carnival 
conditioning its audiences than Dis- 
neyland. 


> Disneyland, the amusement park, 


Synchronized Cameras Eleven syn- 
chronized cameras provided illusion of 


movement for spectators in Circarama 
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Richfield Theater . . 


Attractive entrance, free admission (above) keep crowds moving 


through Richfield theater. Picture below shows Fiberglas dome screen used to show 


spectators how oil is produced. 


then, served to complete a transition 
of one of the best known names in 
Hollywood from its identity with 
pure entertainment into an effective 
sales promotion tool for business or- 
ganizations which have the price and 
the imagination. 

Although they operate in related 
but different fields and sell diversi- 
fied products, the sponsors of the 
Tomorrowland movie shows were 
faced with similar problems. Auto- 
mobiles and appliances, gasoline and 
air travel are too bulky or intangible 
to be sold “over the counter” as 
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many Disneyland exhibitors are do- 
ing with other products. The spon- 
sors therefore voted to use their ex- 
hibits to make friends and influence 
the large chunk of the public—esti- 
mated at 5 million a year—who will 
be attending Disneyland. 

From the American Motors view- 
point, Circarama offered a natural 
institutional sales tie-in. It presented 
an opportunity to show people the 
ultimate in travelogues and at the 
same time bring them into a situ- 
ation where they are surrounded by 
Nashes, Hudsons and Kelvinator 


kitchen equipment and air condi- 
tioners. 


> For Disney’s planning staff, choos- 
ing the makeup of this show was a 
logical process. Emphasis in movie 
presentation has leaned increasingly 
toward wider screens. In selecting 
the movie show of Tomorrowland, 
therefore, it was decided to carry the 
wide screen to its ultimate, a full 
circle. 

This logical choice, however, cre- 
ated some of the roughest technical 
problems ever to confront Holly- 
wood. In a matter of just a few 
months, technicians working on the 
Tomorrowland movies had to com- 
plete research, engineering, con- 
struction and installation for exact 
synchronization of more motion pic- 
ture exhibition equipment than had 
ever been done before. 

As it worked out, the engineering 
of Circarama served as a pilot for 
all three shows. By general agree- 
ment among the three exhibitors, the 
Disney Studios and the contractors, 
engineering of the projectors used 
in the Tomorrowland shows was 
handled as a unit. 


> Following a presentation by the 
Ralke Company, Eastman Kodak 
audio-visual dealer for southern 
California, the Kodak Model 25 


16mm projector was specified by the 
Disney Studios as the unit to be used 
on all shows. Operating as a general 


contractor in the delivery, installa- 
tion and maintenance of the exhibi- 
tion equipment, Ralke arranged for 
the Urban Engineering Company of 
Hollywood to handle the modifica- 
tion of the projectors. 

Operation of the Tomorrowland 
exhibits has been worked out to the 
pressing of a button which activates 
automatic equipment to do the rest. 
The system is virtually identical for 
the three shows, but Circarama 
serves as a more dramatic illustra- 
tion because it involves 11 projectors 
and an accompanying sound console. 

Monitoring the synchronization of 
Circarama is the largest battery of 
General Electric Selsyn motors ever 
used by the movie industry. The Sel- 
syn is a slave motor set to keep exact 
time with a master unit. In Circa- 
rama, the Selsyns function as watch- 
dogs, bringing the 11 projectors and 
sound console into synchronous op- 
eration within two seconds after the 
start of the show—before the title 
sequence has run out. Once the show 
is in synch, automatic clutches dis- 
engage the Selsyns and the show 
runs in alignment on the synchron- 
ous motors of the Model 25 pro- 
jectors. 
>The Model 25s were selected for 
the Tomorrowland shows chiefly for 
two key traits: 





1. Pre-sealed, lifetime lubrication 
assures dependable and constant op- 
eration under the almost continuous 
schedule of showings at Disneyland. 
2. The Model 25, equipped with a 
gentle-action sprocket feed, is easiest 
on film of any projector. The Tomor- 
rowland shows call for continuous 
magazines. With no attendant to re- 
thread the projectors repeatedly, 
gentleness on film is a must. 

Two special modifications, made 
by Urban Engineering, are also im- 
portant to the Disneyland 16mm ex- 
hibitions: 

1. A turntable-type lamp housing 
keeps a fresh bulb in reserve on each 
projector. When a bulb burns out, 
the mechanism automatically swings 
a new one into place within a few 
seconds. 

2. A microswitch monitor on each 
projector automatically turns it off if 
the film breaks. 


>In the event that either a bulb 
burns out or a film breaks, a light 
registers on the control panel to in- 
dicate which unit needs attention. 
Circarama—or the Trip to the Moon, 
which is equipped with a similar 
panel—will not start its next show 
unless all trouble signals have been 
reset. 

Shooting for Circarama was done 
with 11 Kodak Cine Special 16mm 
cameras on a circular platform rig 
with a chain drive to link the syn- 
chronization. For all but one of the 
scenes of the 10-minute film, the 
shooting rig was mounted on the roof 
of a car. The other, shot in Newport 
Harbor, was made from the roof of a 
cabin cruiser. 

In presentation, the projectors for 
Circarama are mounted behind the 
circular screen. The images are cast 
through slots in the six-inch-wide 
strips between the screens. In setting 
up the screens with these slotted 
intervals, the Disney people side- 
stepped the virtually insoluble prob- 
lem of trying exactly to dovetail the 
overlapping projected images. This 
problem has seriously cut into the 
effectiveness of other multi-projec- 
tor shows. But, in Circarama, the 
vastness of the subject dwarfs the 
black strips to where the audience 
barely notices them. 


>The Circarama theater is a stand 
up affair. The audience looks upward 
at the circular screen with its base 
some eight feet above the theater 
floor. 

The Circarama film is made up 
purposely so that the audience has 
time to condition itself gradually to 
the vastness of the medium. A con- 
venient way to accomplish this was 
to begin by flashing pictures of dif- 
ferent Kelvinator appliances on 10 of 
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Space Travel . . . Current interest in science fiction is capitalized on in dramatic screen 


developments in Tomorrowland. Upper left shows audience of ‘’space travelers’’ 


waiting 


for ‘‘trip to moon” to start. Here films are projected on circular screen below the audi- 
ence and on similar screen overhead. At the upper right is the pylon which attracts 
visitors to the Trip to the Moon exhibit. Lower picture shows spectators viewing ‘‘tele- 


cast’’ before they enter space theater. 


the screens. As the show begins, the 
eleventh screen bears the inscrip- 
tion, “American Motors Presents,” to 
establish which way is front. 

The title of the show is “A Tour 
of the West,” and the Circarama 
medium brings it off in a manner 
which makes the audience feel it is 
making the trip more literally than 
figuratively. The medium is intro- 
duced in a comfortable and natural 
sequence, starting with a ride down 
Sunset Boulevard in Beverly Hills. 
Then the audience is given a jolt as 
slow speed photography is used to 
create the illusion of a ride down 
Los Angeles’ Wilshire Boulevard at 
90 mph. In breathtaking succession, 
Circarama takes the audience 
through the majesty of Monument 
Valley, Utah; the Grand Canyon; 
Oak Creek Canyon, Arizona, and the 
glitter of Las Vegas. 


Throughout the “Tour,” care is 
taken to see that an assortment of 
American Motors cars have been 
sprinkled liberally around the scenic 
countryside. In the over-all magni- 
tude of Circarama, however, these 
slip in comfortably without stirring 
a feeling of resentment in the audi- 
ence. The scenic beauty is also over- 
powering enough so that the hard 
and pointed “sell” of the narration 
slips across effectively with no 
guards raised against it. 


> As the camera car approaches the 
Grand Canyon, for example, the an- 
nouncer points out how well the 
American Motors car is manipulat- 
ing the bumpy roads. Then, seconds 


before the Canyon comes into view, 
he warns, “Look out! 
ditch even this car couldn’t climb 
out of.” 


Here’s one 
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Later, as the car is cruising 
smoothly through the Oak Creek 
Canyon area, the narrator stresses 
the fact that “your American Motors 
car” is capable of running all day 
long on a single tank of gas. 

After short but frequent pitches 
of this nature, the show ends and the 
lights come on, leaving the audience 
literally surrounded by American 
Motors products. The merchandise 
displays have been there all along, 
of course, but on the inbound trip 
most of the audience were too intent 
on getting in a good spot to see the 
show. Now, as they marvel at what 
they have just seen, they seem to 
take on a new awareness of the four 
or five display cars which ring most 
of the Circarama theater. Along 
two display walls which take up the 
remaining portion of Circarama’s 
perimeter are displays of air condi- 
tioners and appliances. 

Invariably the five or six demon- 
strators who are on the floor at all 
times are surrounded by interested 
spectators. Veteran automotive sales 
promotion man Frank Jacobson, who 
heads the American Motors staff at 
the Disneyland exhibit, has found 
the response of Circarama audiences 
beats anything he has ever seen. 
Literally thousands of people who 
would not normally have been inter- 
ested in American Motors cars are 
carried along to a state of enthusiasm 
where a healthy percentage will un- 
doubtedly result in closed sales. 


>The American Motors staff doesn’t 
make any direct sales off the floor, of 
course, but names and addresses of 
prospects are recorded carefully and 
passed on to local dealers. 

In the automotive industry, the 
act of getting a prospect to look at 
and sit in your car is an important 
ingredient for increased sales. There 
is a definite law of averages which 
says that a certain percentage of 
these lookers will become buyers. 
For this reason, auto makers work 
on a theory that there is a definite 
cash value attached to every person 
you can get into your cars. On this 
basis alone, Jacobson reports, Circa- 
rama quickly proved out as a paying 
proposition. 

TWA’s show—a rocket ship ride— 
uses the theme of tomorrow’s travel 
to very good advantage in letting 
people know that TWA is in the 
travel business today. 

With a 76’-high rocket ship shaped 
pylon in front of it, the TWA ride is 
set out as one of the dominant land- 
marks of Disneyland. Although pas- 
sengers pay a fare for their ride to 
the moon (50¢ for adults and 25¢ for 
the kids), these admissions are the 
property of the Disneyland manage- 
ment. TWA’s interest is the same as 
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that of the other exhibitors. It wants 
to do a selling job for its own prod- 
uct, airline seating space. 

Passengers are led into a “ready” 
area, where they are indoctrinated 
on space travel by a “television” 
show, handled with rear projection 
onto a translucent screen. Timing is 
such that one of the theaters empties 
every 15 minutes or at just about 
the time when the “television” screen 
shows that a rocket has landed and 
is disembarking passengers at the 
Disneyland spaceport. The outbound 
passengers, at this point, actually do 
come down the runway from one of 
the theaters. 


>From the ready area, passengers 
are ushered through modernistic, 
fiber-glass lined corridors to their 
space ship theater. Arranged in three 
tiers around the central “scanners” 
are 102 highbacked metal seats. A 
hostess in a space travel costume 
welcomes the passengers aboard on 
behalf of TWA and then presses a 
button which begins the show. 

Both this introduction and the film 
narration are modeled as closely as 
possible on the techniques now used 
on TWA’s commercial flights to make 
passengers comfortable and let them 
know where they are. 


>The Trip to the Moon show has 
more components than a_ regular 
movie presentation. The images in 
the space scanners are reflected from 
Model 25 projectors set to throw 
their images into mirrors above the 
ceiling and below the floor of the 
theater. Also tied in through a con- 
trol system similar to that used in 
Circarama are special sound effects, 
like the blasting noises of the space 
ship’s rockets and the rushing of air 
as it passes through the sonic barrier 
after takeoff and before landing. 
Other special effects include beep 
signals from polar caps, voices repre- 
senting the control tower transmit- 
ting instructions to the ship’s captain 
and a vibrating of all seats in the 
theater by air motors as the rockets 
throb. 

In a combination of animation and 
photography of models, the TWA 
passengers are taken on a trip 
through space to the moon and then 
around its “dark side.” For the close 
up lunar sequences, experts Dr. 
Wernher von Braun and Willy Ley 
actually produced a sculptured ver- 
sion of what the latest scientific 
knowledge indicates the surface of 
the moon looks like. 


>In eight-and-a-half minutes, then, 
TWA takes its passengers hurtling 
through space at speeds of up to 38 
miles per second, stressing all the 
time that TWA is the way to travel 
for the utmost in speed and safety. 


The flight comes to a close with this 
very logical sounding but potent 
sales pitch: 

“Ladies and gentlemen — we have 
just landed at Disneyland. I am very 
happy to have had you aboard. I 
hope you enjoyed your TWA rocket 
flight and that you will be flying with 
TWA again soon. This is your Cap- 
tain signing off.” 

In its show, Richfield’s Tomorrow- 
land tie-in is as strong in purpose 
as in theme. This show goes beyond 
the very obvious function of proving 
that Richfield knows what it is up 
to in the development and produc- 
tion of quality petroleum products. 

Looking to oil field development 
of tomorrow, the Richfield manage- 
ment is out to do a selling job on be- 
half of the unitized plan for resource 
development. Under this arrange- 
ment an oil field is developed with 
an eye toward recovering the great- 
est amount of usable end product. 
Interested parties share in the pro- 
ceeds from the field in proportion 
to the value of their holdings. 


> Under older methods of oil pro- 
duction, it is explained, it was com- 
mon for uncoordinated drilling 
teams to race to see how much oil 
they could pull out of the ground as 
quickly as possible. This practice 
depressurizes the field, enabling 
producers to bring up only 15% to 
30°. of its contents. 

A unitized field is developed to- 
ward the goal of the greatest over- 
all yield. As oil is produced from the 
most advantageous positions, salt 
water and gas are pumped back into 
the ground to keep up the pressure 
needed to bring the valuable fluid 
to the surface. End results are two 
to three times as much production 
from the same field, giving greater 
returns to all concerned. 

In accomplishing this purpose, 
Richfield has come up with a unique 
blending of physical and visual 
presentation techniques. On the 
“stage” at the front of the 125 seat 





“There's been a label mix-up at Railway 
Express . . . they sent your Disneyland 
exhibit to Aunt Tillie’s in Omaha.” 





Richfield theater is a Diorama, an 
exact 1” to 100’ scale model of the 
Los Angeles basin. Behind the Dio- 
rama is a curved, Cinemascope 
screen on which moving clouds are 
spotlighted as the theater is filled. 


>The show itself is actually made 
up of two separate motion picture 
presentations. First, there is a five- 
minute Disney cartoon which traces 
three billion years of geophysical 
history from the beginning of the 
earth through the forming and de- 
velopment of oil fields. With the 
artistic license which seems to be 
reserved for Disney cartoonists, the 
story is told charmingly with the 
aid of fantastic-but-believable 
bright red horses or robins-egg-blue 
mastadons. 

After the cartoon sets the stage 
by telling how oil fields were cre- 
ated, a second movie presentation 
proceeds to demonstrate how they 
are developed. For this phase of the 
show, a section of the Diorama di- 
rectly beneath Long Beach raises in 
front of the audience to bring up a 
fiberglass dome with a flat surface 
facing the audience and the rounded 
portion lending bulk and depth. 

From an operational standpoint 
the dome is actually two screens. 
One Model 25 projector casts its 
image on the front surface while a 
second is cast into a mirror to re- 
flect upward and cover the curved 
portions. Animation and design for 
this portion of the show were done 
by Kling Studios, Hollywood. 


>The effect of the domed screen is 
to present a cutaway portion of the 
earth which illustrates the makeup 
and effects of oil field development. 

On the face of it, this is a heavy 
subject to try to present to a gen- 
eral audience made up largely of 
kids. The thing is carried off well, 
however, with the creation of a 
character well suited for the job-— 
Prof. Rich Field. A funny little man 
in appearance, the Professor has 
enough finesse to get his message 
across to those who understand it, 
is comical enough in his actions to 
get a chuckle out of those who don’t 
and throws in enough masterful 
pantomime so that nobody goes 
away mad. This makeup, Richfield’s 
management has learned, is as close 
as you can get to the perfect method 
for selling an idea. 

Underlying all three shows is the 
stimulating vision of a new poten- 
tial for the use of motion pictures 
as sales and advertising tools. Peo- 
ple in the business cannot help but 
be heartened by the fact that three 
of the most original and charming 
theatrical techniques ever developed 
have come into being as advertising 
and sales promotion creations. 44 


Circarama in Action . . . Pictures show how Circarama 16mm movie works. Top view is 


artist's cut-away drawing showing audience standing in center while screen surrounds 
them. The screen is 8’ high at a 360 degree angle, and the images are projected on it 
by 11 synchronized projectors. The middle picture is an actual photograph of Circarama 
in action, with the audience in the central ‘‘island’’ looking up at the action. Picture at 
bottom shows some of the intricate construction used in erecting huge, circular screen 
Created by Walt Disney studio shops, Circarama is 
commercial exhibit at Disneyland 


main feature of American Motors 
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When a quantity job is desired and economy re- 
quired, MANIFEST BOND satisfies the strictest 
demands .. . for it provides the same “feel” and 
appearance as more expensive sheets. 


The moisture content of MANIFEST BOND is 
controlled electronically during the paper-making 
process...assuring that every sheet has just the 
right amount of moisture. This in turn reduces static 
electricity ... making for smoother performance in 
all printing processes. 


MANIFEST BOND'S greater bulk — exceptional 


in an economy sheet — not only reduces make-ready 
time, but results in smoother impressions... produc- 
ing a better-looking job throughout the run. 


Surface-sized for better “erasability,” MANIFEST 
BOND comes in six striking colors and a new, 
brighter, whiter white. 


Find out for yourself why MANIFEST BOND is 
the economy leader...and how it can lead your 
business to greater savings. Ask your Eastern Cor- 
poration Merchant for a free sample packet today. 


wherever economy counts 


first in business 


Manifest Bond is Ist choice 


in economy 
bonds 


Y “a 
EASTERN 


ia OF 
VMianifest Bond 


PRODUCTS OF EASTERN CORPORATION, BANGOR, MAINE » MANUFACTURERS OF QUALITY PAPER AND PULP 
MILLS AT BANGOR AND LINCOLN, MAINE + SALES OFFICES: NEW YORK, BOSTON, PHILADELPHIA, CHICAGO AND ATLANTA 


EXCELLENCE IN 
FINE PAPERS 


MANIFEST BOND 


WPL s eae 
MANIFEST LEDGER 


UUs gale 
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Puppet Photo . 


Photographs like this were used by Towers, Perrin, Forster and 


Crosby Inc. to enliven employe booklet. Ingenuity played an important role in the 
production. The saw, for example, was made of cardboard, covered with tin foil. 
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When a specialist in employe bene- 
fit plans produces a booklet for its 
own employe program, it requires 
something special. Here’s how one 
such company found the answer in 


photographs featuring puppets. 


Unusual Art Cechnique 


gives punch to employe booklet 


By Allen Sommers 
AR Philadelphia Correspondent 


“I said that it couldn’t be done- 
then I did it!” is the way Dick 
Strome, Philadelphia artist, explains 
his part in the development of the 
unusual illustrative treatment of a 
brochure explaining the employe 
benefit and retirement plan for em- 
ployes of Towers, Perrin, Forster & 
Crosby Inc., nationally prominent 
specialists in such matters. 

TPF&C knows from experience 
that light, friendly artwork aids un- 
derstanding of the serious facts of 
life insurance, health benefits and 
pension plans. The usual treatment is 
line drawings, cartoons or photo- 
graphs. 

J. H. Shreiner, TPF&C vice-presi- 
dent, reports that when he saw the 
suggested illustrations (line draw- 
ings) for the company’s own bro- 


chure his reaction was, “Oh, no! Not 
again!” 


>The accepted treatment did not 
suit Shreiner, who immediately set 
out in search of a new approach. He 
wanted something unusual which 
would interpret such serious mat- 
ters in a humorous yet 
manner. 

Shreiner explains that he first 
thought in terms of photographing 
some of the TPF&C employes to 
illustrate the various points to be 
made in the brochure, then rejected 
that idea in favor of photographing 
puppets, which would readily lend 
themselves to some exaggerated sit- 
uations. 

TPF&C bought some dolls, made in 
Barcelona, Spain, as models for the 
pictures. These dolls were just about 
10” high. Shreiner tested the idea by 
setting up a sample situation and 


dignified 


making test shots on a Polaroid Land 
camera. The results were good, and 
the decision was made to proceed 
with this type of illustration for the 
brochure. 


>Dick Strome, selected because of 
his wide variety of talent and experi- 
ence as artist, photographer, tv set 
designer and cartoonist, was assisted 
in the execution of the 17 illustra- 
tions by Don Cattani, who helped 
build the sets, and Judith DeWitt, 
who created the costumes. Photog- 
raphy was done by Photo Arts. Gen- 
eral planning and over-all super- 
vision was by Franklin W. Coleman 
jr, TPF&C communications con- 
sultant, and Lavenson Bureau of Ad- 
vertising Inc. 

The most difficult problem was 
that of the lighting for the sets. Each 
was an individual problem to solve. 
However, the basic solution to the 
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Project Sharp Images 
DIRECT ON YOUR BOARD 


EARNS MONEY FOR YOU ON EVERY JOB 


The New Model 44 
ArtO-Graph 
Art production costs 
drop, earnings go up, 
with an Art-O-Graph. 

Render _ illustrations; 
visualize layouts; 
“drop in” keyline ele- 
ments; capture per- 
spectives; match let- Eas 
tering; insure accura- 
cy; fast scaling; elimi- 
nate stats. No trac- 
ings! 

10 Days FREE 


TRIAL—no obli- 
gation, 


Write for 
folder! 


Takes up no floor 
space eh Thy over 
tole MeL -Tole MME Solel 


ArtO-Graph crnow or 


NGEL,. INC. 


214-8 Phoenix Bidg., Minneapolis 1, Minn. 
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Does your manage- 
ment demand more 
sales power from 
the ad budget? Is 
the Sales Mgr. 
hunting props? 
How about help 
for the salesmen in 
the field? Are YOU 
feeling the pressure 
of production 
strain? 


The FREE Ad 
Promotion Idea Kit 
may have some 
answers for you. 


New Check List has 
28 Tips on How to 
Use Ad Promotion. 


See how others are 
handling the same 
problems with off- 
set printing, using 
reprint techniques, 
converted ads for 
promotions and 
displays, etc. It'll 
set you thinking! 


Please rush my FREE copy of the AD 


PROMOTION Idea Kit to: 


OFFSET PRINTERS 
123 N. Wacker Dr. 
Chicago 6, Illinois 
. . for more details circle 250, page 129 
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Typical Illustration . . . Puppets illustrate 
point that company pays bill. Facial ex- 
pressions were accomplished by artwork 
on the prints. 


over-all lighting was the construc- 
tion of a white paper tent, so that 
all basic light was reflected rather 
than direct. 

One scene was photographed five 
times, each time with a different ex- 
posure. Then each negative was 
printed on four different grades of 
photographic paper until the perfect 
rendering of the set was achieved. 
Strome explained that this was the 
toughest one to execute, but that he 
sat in on all processing and printing 
of the pictures to be sure that the 
desired effect was attained. 


>Frequently illustrations were 
achieved by the use of composites. 
Retouching and artwork also helped 
to accomplish the desired effects. 

Strome insists that the easiest part 
of the job was thinking up the situ- 
ations to illustrate the points made 
in the copy. The toughest part was 
to execute them as complete sets. 

Each illustration required a sep- 
arate set. After the situation was cre- 
ated as a mental image, sketches 
were made, then the sets constructed 
and the final lighting decided upon. 

Ingenuity played a large part in 
the execution of the sets. The saw 
in one illustration was made of card- 
board and covered with tin foil, the 
wheel was especially built for the 
situation, a Christmas tree ornament 
served as a lamp, and the angels’ 
wings had each feather individually 
cut out of paper. 

Photographing and rephotograph- 
ing for proper scale reductions was 
also necessary. Special letterheads 
were printed to fit into one illustra- 
tion. Sometimes the backgrounds 
were actually part of the set; some- 
times they were drawn in afterwards. 


>The dolls were agile enough to 
assume these varied positions be- 
cause of their wire and fabric con- 
struction, which made the movement 


and “holding the pose” possible. But 
making them stand up was another 
problem requiring ingenuity and 
skill. 

The facial expressions were ac- 
complished by artwork on the prints, 
since the same dolls had to be re- 
used and recostumed for the many 
pictures involved. 

TPF&C printed a sufficient quan- 
tity of these brochures to circulate 
and familiarize business and indus- 
try and the trade with what could 
be done in presenting benefit and 
pension information when a con- 
scious effort is made to treat a seri- 
ous subject lightly with a 
approach, but with dignity. 

Shreiner will be the first to admit 
that at times the book verges on 
“corn,” but it is effective, and after 
all, that’s what counts. q¢ 


novel 


“Precision Perspective’ . New system 
of perspective drawing incorporates a se- 


ries of seven printed grids in three sizes. 


New System Aids Artists 


In Drawing Perspectives 


Through a series of printed grids, 
a drawing system that figures per- 
spectives mechanically has been in- 
troduced for artists by Perspective 
Inc., Seattle, Wash. 

Called “Precision Perspective,” 
the system offers basic sets of seven 
grids in three different sizes so ar- 
ranged that the artist can rotate any 
basic set to get a total of 81 different 
positions in drawing perspectives. 

Sizes of the grids range from No. 
1X, measuring 11x11”; No. 2X, 22x- 
22”; and size 4X, 40x40”. 

In addition to the grids, each basic 
set of “Precision Perspective” in- 
cludes a selector chart for determin- 
ing which grid and position to use for 
the viewing angle desired and an in- 
struction booklet. 44 
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how advertisers and agencies 


buy art and photography. 


% 


a special cS survey 


Because of the lack of specific in- 
formation available on the subject of 
the purchase of advertising art and 
photography, ADVERTISING REQUIRE- 
MENTS has made a survey among 
representative advertisers and agen- 
cies throughout the country to de- 
velop an objective picture of typical 
practice. 

One thousand letters, accompanied 
by questionnaires, were sent to 
buyers, an equal number being ad- 
dressed to advertisers and to agen- 
cies. In the case of advertisers the 
advertising manager was addressed, 
while the art director was asked to 
respond for the agency. 

We received 213 replies, or 21.3% 
replies, which is regarded as a good 
cross-section of the business. Adver- 
tisers returned 126 filled-out ques- 
tionnaires, while similar information 
was furnished by 87 agencies. Since 
the replies represent both large and 
small advertisers and agencies, and 
metropolitan centers as well as 
smaller cities in various parts of the 


country, the survey may be regarded 
as representative of all types of buy- 
ing. 


>The survey showed that in most 
advertising agencies the bulk of the 
art work is purchased from outside 
sources. While layouts, paste-ups, 
mechanicals and other preliminary 
work are done by the agency’s art 
department, in most cases finished 
art is purchased from art and photo- 
graphic studios. 

The agency is almost entirely re- 
sponsible for the purchase of art for 
printed media advertising, the client 
entering the picture to provide okays 
for finished artwork. 

On the other hand, most advertis- 
ers handle their own collateral ad- 
vertising, represented by direct mail, 
folders, brochures, catalogs, dis- 
plays, etc., although in some cases 
the design of the material is supplied 
by the agency. 


> Again indicating the importance of 
the advertiser as an art buyer, some 
companies have their own art de- 
partments, producing the type of ma- 
terial not furnished by their agencies. 
One advertiser reported a 20-man 
art department. 

Both agencies and advertisers in- 


dicated use of regular sources of sup- 
ply, but practically all indicated in- 
terest in receiving information from 
other sources as well. Most buyers 
prefer to deal with local suppliers, 
but in many cases purchases of art 
and photography are made from 
out-of-town sources as well. 

Stock photographs are used by a 
majority of agencies responding, 
while the situation is reversed in the 
case of advertisers. 
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IT’S NEW! IT’S A BEAUTY! 


TATE 


we Sey DISPENSER 


The World’s Most Modern Dispenser 


Can’t tip—can’t stick —can’t drip. 
No adjustment —big brush always 
reaches rubber cement. Handy grip- 
top; seals tight by finger pressure. 


ONLY At your dealer or direct 


$9?° The HABERULE Co. 


Box R245 « Wilton, Conn. 
. for more details circle 213, page 129 


QUANTITY 
PHOTOS 


8x10’s as low as 6 cents. Uh BY 
Postcards as low as 2c. 
Write for samples and 
complete price list on all ¢ 
sizes and quantities. 
KIER PHOTO SERVICE 
Dept. AR, 1265 W. 2 St., Cleveland 13, Ohio 


. for more details circle 221, page 129 


WRITE FOR FREE PORTFOLIO 


of samples of booklets, folders, letterheads and 

similar pieces which | have written and de- 

signed, by mail, for firms in all parts of the 
country from Maine to California. 


RAYMOND LUFKIN 


Advertising Plans, Copy and Design direct to 


your desk, by mail, from my studio at home. 


124 West Clinton Avenue, Tenafly, New Jersey 


. for more details circle 226, page 129 


Largest Selection! Hand Lettered Alphabets 
at on micro thin acetate sheets 


with adhesive back 


Letter it with 
AD-letter 


\ y NEW, QUICK, EASY WAY 

y / Only $1.35 per sheet 
Free catalog of 117 styles at your art supply dealer 
or write 3321/2 South La Brea, Los Angeles 36, California 


. . for more details circle 279, page 129 
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> Following is a tabulation of the re- 
sults received from advertising 
agencies: 


1. Do you purchase art for all ad- 
vertising produced by your agency? 
e Yes 64 
e No 22 


2. Is client involved in selection of 
art studio or artist? 
e Yes5 
e No 71 
© Seldom 8 

Comments under this heading in- 
cluded getting client approval for 
films for training purposes, monthly 
newsletter, etc., and for approval of 
important projects. Sometimes client 
okay is asked for a specific artist. If 
costs are below or above average, 
client approval is obtained. 


3. Do you have regular sources of 
supply for art and photography? 
e Yes 79 
e No7 

The number of regular sources in- 
dicated by respondents ranged all 
the way from 1 to 50. However, most 
indicated from five to ten regular 
sources, about evenly divided be- 
tween art studios and photographers. 


4. Are you interested in hearing 
from sources of supply other than 
those you regularly deal with? 

« Yes 76 

e No 6 


e Occasionally 4 


5. Do you use stock photographs for 
any of your accounts? 
e Yes 55 
e No 14 
® Occasionally 6 
© Seldom 12 

One art director commented that 
he had had the bad experience of 
seeing a photograph reproduced in 
one of his ads used on the following 
page of the same issue by another 
advertiser. 


6. Do you use “name” artists when 
available? 

e Yes 32 

e No 37 

e Occasionally 9 


e Seldom 8 


7. If agency handles art and produc- 
tion for ads in print media, does 
client purchase own art and illustra- 
tions for direct mail, catalogs and 
other collateral advertising? 

e Yes 17 

e No 45 

e Occasionally 19 


One art director commented that 
if client has large art department, he 
frequently suggests sources for art 
and photography. (Answers to this 
question by advertisers indicated 
that a large majority handle pur- 


chase of art and production for this 
type of advertising through their 
own departments). 


8. Do you buy art for window and 
store displays? 
e Yes 28 
e No 32 
e Occasionally 24 

Some agencies reported that they 
either prepare art and design, or cre- 
ate ideas, with final art and produc- 
tion left to advertiser. 


9. How much of your art is pro- 
duced within your organization, as 
compared with that purchased from 
outside sources? 

Answers ranged all the way from 
zero to 100%. In most cases answers 
were qualified by stating that some 
mechanicals, layouts, etc., are done 
in the agency, with most finished 
work furnished by outside sources. 
Thirteen respondents reported doing 
10% of their own art, the highest 
number agreeing on any one per- 
centage. Typical responses, with spe- 
cific percentages: 

e 0 

10-25% 

30-50% 

60-80% 

85-100% 


10. Do you prefer to purchase from 
local sources, or do you buy from 
out-of-town studios and artists as 
well? 

e Local sources 60 

e Out-of-town 9 

e Both 17 

e Some special talent outside 8 


11. If the latter, what is the percent- 
age of total art requirements pur- 
chased out-of-town? 
Percentages given in replies varied 
all the way from 2% to 100%. 
Comments: 
e “Stock art and photographs only 
from out-of-town sources.” 
e “Out-of-town for some accounts 
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UST as Stevan Dohanos has pictured here, the 
**Here’s How” booklets of a host of manufac- 


turers of do-it-yourself products have sparked 


projects like this in homes across the nation. 


The makers of these products, like the publishers 
of many fine magazines, use Oxford Papers to tell 
a story more effectively. Printers say that Oxford 
Papers make pictures look more like the product 
itself. If you would like to see some examples, call 


on . 

’ your nearby Oxford merchant or write us direct. 
HELP BUILD *= 3 

= 
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This insert is a sample 
of the letterpress results 


you can get on 


OXFORD PAPER COMPANY 


RUMFORD, MAINE * WEST CARROLLTON, OHIO 


OLAR SUPERFINE ENAMEL ts Oxford’s finest letter- 
press enamel paper, admirably suited for de luxe advertising 
pieces, annual reports and other jobs where the highest 
quality color process or black and white halftone repro- 
duction is demanded. Polar Superfine has a bright white 
color with no undertone. It 1s coated two sides with selected 
pigments, adhesives and plasticizers assuring extremely high 


gloss, maximum smoothness and a superb printing surface. 


MAINEFOLD ENAMEL, fo: letterpress, Is exceptionally well adapted 


for color process as well as black and white halftone reproduction 
in the form of booklets, catalogs and folders. It is a bright white 


enamel paper, coated two sides. with excellent surface smoothness 
and ink affinity. Mainefold features particularly fine strength and 


durability for heavy-duty folding requirements. 


MAINEFOLD ENAMEL COVER is a companion line to Mainefold 


Enamel. Coated two sides, it has bright color, high gloss, fine surface 


uniformity and the additional strength necessary for use as covers 


for annual reports, publications. booklets. menus. divider pages and 


similar jobs. 


TWO VALUABLE AIDS: (/) J/ic OXFORD PAPER SELECTOR CHART /ie/ps you select the 


right grade of paper for each job. (2) The OxFORD PAPER COST CALCULATOR quickly 
gives the exact cost per 1000 sheets for common weights and sizes of printing papers. 
Ask your nearby Oxford Merchant or write us direct. 


Nation-wide Service 
Through Oxford Merchants 
Albany, N. Y. 


Asheville, N.C. 
Atlanta, Ga. 


W. H. Smith Paper Corp. 
Henley Paper Co. 

Wyant & Sons Paper Co. 
Augusta, Maine Carter, Rice & Co. Corp. 
Baltimore, Md. : The Mudge Paper Co. 
Bethlehem, Pa. . . Wilcox-Walter-Furlong Paper Co. 
Boise, Idaho . . . . . . . Blake, Moffitt & Towne 
Boston, Mass. . Carter, Rice & Co. Corp. 
Storrs & Bement Co. 
Franklin-Cowan Paper Co. 
Caskie Paper Co., Inc. 
Henley Paper Co. 
Bermingham & Prosser Co. 
Bradner, Smith & Co. 
Marquette Paper Corporation 


Buffalo, N. Y. 
Charlotte, N. C. . 


Chicago, Ill. 


Midland Paper Company 

Phe Whitaker Paper Co. 

The Johnston Paper Co. 

The Whitaker Paper Co. 

The Cleveland Paper Co. 

‘ Graham Paper Co. 

The Whitaker Paper Co. 
Bermingham & Prosser Co. 
Chope Stevens Paper Co 
Blake, Moflitt & Towne 

a Henley Paper Co. 
Green & Low Paper Co., Inc. 
Storrs & Bement Co. 

Henley Paper Co. 

MacCollum Paper Co. 
Bermingham & Prosser Co. 
Bermingham & Prosser Co. 
Graham Paper Co. 

Louisville Paper Co. 

Litthe Rock, Ark : Roach Paper Co 
Long Beach, Calif. . Blake, Moffitt & Towne 
Los Angeles, Calif... . . . . Blake, Moffitt & 
Louisville, Ky. 


Cincinnati, Ohio 


Cleveland, Ohio 
Dallas, Texas 
Dayton, Ohio 

Des Moines, lowa 
Detroit, Mich 
Fresno, Calit 
Gastonia, N. ¢ 
Hartford, Conn 


High Point, N. ¢ 
Indianapolis, Ind 
Kalamazoo, Mich 
Kansas City, Mo 


Knoxville, Tenn 


lLowne 
Graham Paper Co. 
Louisville Paper Co. 
Lynchburg, Va. . . . . . . Caskie Paper Co., Inc. 
Manchester, N. H. . « « « « CH. Rebinson Coe. 
Memphis, Tenn Louisville Paper Co. 
Milwaukee, Wis. Allman-Christiansen Paper Co. 
Sensenbrenner Paper Co. 

Minneapolis, Minn W ilcox-Mosher-L effholm Co. 
Nashville, Tenn. . « . ». Graham Paper Co. 
Newark, N.J.. . Bulkley, Dunton & Co., Inc. 
New Haven, Conn . Bulkley, Dunton & Co. 
(Division of Carter, Rice & Co. Corp.) 
Storrs & Bement Co. 

Graham Paper Co. 

Baldwin Paper Co., Inc. 

Bulkley, Dunton & Co., Inc. 

Green & Low Paper Co., Inc. 

Kennelly Paper Co., Inc. 

The Whitaker Paper Co. 

Blake, Mofttitt & Towne 

Western Paper Co. 

a Atlantic Paper Co. 
Wilcox-Walter-Furlong Paper Co 
*hoenix, Ariz, . . . . . . Blake, Moffitt & Towne 
Pittsburgh, Pa 


New Orleans, La. 
New York, N. Y. 


Oakland, Calif. 
Omaha, Neb 
Philadelphia, Pa. 


General Paper Corp. 

Brubaker Paper Co. 
Portland, Maine ee ee 
Portland, Oregon 
Providence, R. I 
Reno, Nevada 


Robinson Co. 
Blake, Mothitt & Towne 
Carter, Rice & Co. Corp. 


Blake, Moffitt & Towne 
Richmond, Va Cauthorne Paper Co 


Rochester, N. ¥ Genesee Valley Paper Co. 
Sacramento, Calit ; Blake, Mothtt & Towne 
St. Louis, Mo. Bermingham & Prosser Co. 
Graham Paper Co. 

Shaughnessy-Kniep-Hawe Paper Co 

Tobey Fine Papers, Inc. 

San Bernardino, Calit . Blake, Moffitt & Towne 
San Diego, Calit . . «. « Blake, Moftitt & Towne 
San Francisco, Calit . . « Blake, Moftitt & Towne 
San Jose, Calif . . « « Blake, Moffitt & Towne 


Seattle, Wash .- « « « « Blake, Moffitt & Towne 
South Bend, Ind 


Spokane, Wash 
Springfield, Mass 


Bermingham & Prosser Co. 

Blake, Mofttitt & Towne 

Bulkley, Dunton & Co. 

( Division of Carter, Rice & Co. Corp.) 
Mill Brand Papers 

Paper House of New England 

Blake, Moffitt & Towne 

Tacoma, Wash Blake, Moffitt & Towne 
Toledo, Ohio . ° Paper Merchants, Inc. 
Tucson, Ariz ; . . « . Blake, Moffitt & Towne 
Washington, D. ¢ . « John Floyd Paper Company 
Worcester. Mass Esty Div. Carter, Rice & Co. ¢€ orp. 
York, Pa Ihe Mudge Paper Co. 


Stockton, Calif 


OXFORD PAPER COMPANY, 230 Park Avenue, New York 17, N. Y. % OXFORD MIAMI PAPER COMPANY, 35 Fast Wacker Drive, Chicago 1, 4 


Mills at Rumford, Maine, and West Carrollton, Ohio 





where special effects or styles are 
wanted.” 

e “Usually from name artists who 
live out-of-town.” 


>The following tabulation shows 
how advertisers answered AR’s 
questionnaire: 


1. Do you purchase advertising art, 
or is this function performed exclu- 
sively by your advertising agency? 

e Advertiser buys 43 

e Agency buys for space advertis- 
ing 47 

e Advertiser buys occasionally 3 

e Both 49 


2. Do you have regular sources for 
purchases of art and photography, or 
do you use a varied list of studios 
and suppliers? 

e Have regular sources 70 

e Use varied list 40 

e Both 5 

e Art bought exclusively by 
agency 9 


3. What percentage of your illustra- 
tions is made up of art as compared 
with photography? 

One hundred answers were re- 
ceived to this question. Percentages 
ranged from zero (in the case of ad- 
vertisers using only photographs) to 
100 (where only art was employed). 
Distribution of art usage by percent- 
ages was as follows: 


9% . 
10% 
20% 
00% 
75% 
80% 
90% 
100% . 6 


Some advertisers have different 
art policies, depending on type of 
medium used. For example, one re- 
spondent said that photographs are 
used in national magazines, art in 
newspapers, and point of sale mate- 
rial is 50-50 as between art and 
photographs. 

Another reported that art is used 
100% in national copy, while in di- 
rect mail, it is 60° art. 


4. What percentage of your illustra- 
tions is reproduced in color? 

Answers ranged from zero to 100%, 
16 advertisers reporting that they 
use no color. Percentages for use of 
color included the following: 


1-4% 11 
5-9% 14 
10-14% 17 
20-29% 14 
30-50% 19 
60-75% 14 
80-95% 11 
100% 4 


CONSIDER THESE 
EXCLUSIVE FEATURES: 


e Compact, light, easy to 
carry 


e Protects presentations 
from dirt and weather 


Sturdy and durable—can 
be used again and again 


Add or remove pages 
instantly 


Change story sequence 
at will 


. 


HERE’S THE MOST 
PRACTICAL SALES 

PRESENTATION CASE 
MONEY CAN BUY! 


Custom designed to your 
specifications 


Wide choice of colors and 
hard-wearing leatherette 
fabrics 


Quick and easy to use 
(sets up in 5 seconds) 


*U.S. Pat. No: 2,646,143 


WIDELY USED... 
GENERAL FOODS 
U.S. ARMY 
NEWSWEEK 
AMERICAN 
PETROLEUM INST. 
BIRD & SON 
Write or Phone for Prices 


RAPID ART SERVICE, INC. 45 West 18th St., N.Y. 11, N.Y. OR 5-4375 
Creative art and production for all types of sales promotion 
and merchandising aids. 
. for more details circle 248, page 129 


BIG NEWS! eee 


each i 
’ / lity $1.50 more, plus pala 
We 7 B¥ex gach in lots of 25 oF 


DYE TRANSFER nie 16x20,$5.29 more, plus $25 setup. 


i Ww avai rr! : hel more. 
atural color — es in Smaller quantities slightly i 
pe orders up to 50 prin | Ax5 10 20x24 from a 


Size iginal art. 
r orig! 
8 HOURS oF 15 | Fnsparency oF OFT os 
receipt of transparency: ” Every job fully 

oo ders shipped in 24 hou corrected. or gloss 
i tel Matte, semi-matte 
of les. 

ta 
Larger orders 


y finish. 


ittle longer: ‘ ° 
ke a little Send for Price List 


1618 N. Vancouver 


SATISFACTION GUARANTEED! U S COILOIR fer'ers'2, 9° 
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save time with... 


 StaSet 
\ 


\@l) 
a 4 


RUBBER CEMENT 


eo 


Art and production departments find 
StaSet practical, efficient and economical. Al- 
aus a flat firm bond; dries quickly and 
‘ pape 
StaSet may be used sing! 
arface effective y. Evvee 


t paste-ups and mounting 
/ i 


é surface or dou- 
rubs off easily 


Sold at better art supply stores everywhere 
oO INSIST ON GENUINE Staset 
THE MONET COMPANY 


43 South Avenue, © Fanwood, N. J 
for more details circle 230, page 129 


PICK UP 


SALES 


WITH 


PIN-UPS 


FOR ADVERTISING! 


Write for illustrated 
list of Low Cost 
Stock Photos. 


W112 a 


P. O. Box 6873-1 Dallas 19, Texas 
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For Chicago's Finest 
PHOTOSTATS 
Call CEntral 6-4929 


A Complete Service: 
© GIANT BLOW-UPS ¢ COPY PRINTS 
ee ee he id 1g) 3S) 
¢ STUDIO PHOTOGRAPHY 


a rie ol Mea Md a me ada 


Complete Photo Lervice, Ine. 


Et: etl lll te Chicago 1, Ill. 
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35 different sizes printed on 11”x17” 
sheet of enamel paper stock. Cut out 
for use on paste-up. Trace for lay- 
outs. Minimum order 4 sheets at 50¢ 
per sheet. Post paid. Orders filled im- 
mediately by return mail. Hal Barnes 
11114-A Bristol, Hickman Mills, Mo. 
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I'M NEVER WITHOUT 
MY ACROLITE FIXATIVE SMP ; 
y - Wi; 
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. Do you use stock photographs? 
Yes 18 
No 73 
Occasionally 11 
Seldom 22 


. Do you use “name” artists? 
Yes 16 

No 77 

Occasionally 22 

Seldom 9 


7. If you rely on your agency for art 
services, do you okay suggestions 
from its art director? 

e Yes 102 

e No6 


8. If agency handles your media art 
requirements, do you handle design 
and production of direct mail, cata- 
logs, and other collateral advertising, 
including art work? 

e Yes 86 

e No 15 

e Both handle 19 


9. Do you have your own art depart- 
ment? If so, how many people are 
employed? 
e Yes 34 
e No 90 
Of the advertisers reporting oper- 
ating their own art departments, 
number of employes ranged from 1 
to 25. Distribution by number of art 
department workers was as follows: 
e 1 
2 
3 
4-6 
6-8 


wuw- =) 


10. If you use television (network 
or local programs), who is responsi- 
ble for commercials? 
e Don’t use 71 

Agency responsible 46 

Advertiser responsible 5 

Both responsible 2 


11. Do you purchase all of your art 
requirements locally, or do you do 
business with out-of-town sources? 
If the latter, what percentage of your 
total art work is placed with out-of- 
town studios and artists? 
e Buy locally 62 
e Buy out-of-town also 62 
Percentages of business placed 
out-of-town ranged from 1 to 100%. 
Number of respondents quoting spe- 
cific percentages: 


1-10% 12 
15-30% 10 
40-60% 13 
75-100% 26 


The high percentages were in most 
cases from areas away from the 
principal art centers. 44 


Stock Art “Kit” Contains 
Catch Lines and Drawings 


For admen faced with an emer- 
gency deadline and absolutely no 
ideas, Idea Art, New York, is offer- 
ing a ready-to-use art portfolio that 
serves as a “kit” to incubate ads and 
promotional material. 

Providing a storehouse of ideas, 
the “Idea Art” portfolio contains a 
thousand catch lines illustrated with 
125 line drawings ready for repro- 
duction. 

The art is printed in large, cover- 
stock Kromekote pages with plenty 
of space for adaption of the draw- 
ings to individual needs and the user 
merely picks the catch line which 
will suit his purpose best. 

The portfolio comes in a flexible, 
plastic ring binder that permits re- 
moval of the pages for photostating 
or engraving. 

The information lists the price at 
$25. Samples of the work found in 
the portfolio are also available. 


For your copy circle No. 114 on the 
Readers’ Service Card inside back cover 


Three Printing Methods, 
New Ink Used in Booklet 


A brochure showing applications 
of a new daylight fluorescent paint 
called “Bold” is available from Law- 
ter Chemicals Inc., Chicago. 

Combining three methods of print- 
ing, the brochure was printed offset 
for type and illustrations and high- 
lighted by “Bold” lemon yellow in 
letterpress and “Bold” orange in silk 
screen. 

Lawter is also offering a folder on 
“Bold,” which contains actual sam- 
ples of the seven available colors and 
suggested applications for use in the 
home as well as for advertising. 


For your copy circle No. 115 on the 
Readers’ Service Card inside back cover 


Folder Shows Samples 
Of Zettacolor Process 
A folder from Color Craft of Chi- 


cago gives pertinent information and 
shows actual size photographs of full 
color prints made by “Zettacolor,” 
a low-cost, photographic color print 
method. 

Using Eastman Kodak’s new color 
process and volume production meth- 
ods, Colorcraft says “Zettacolor” can 
produce for large quantity users full 
color prints from the customer’s 
transparencies at black and white 
prices. 

A complete price list on the back 





of the folder offers 8x10” prints for 
75¢ each in quantities of 1,000 or 
more. 


For your ccpy circle No. 116 on the 
Readers’ Service Card inside back cover 


Fairchild Offers Copies 
Of “Photo Advertising” 


Copies of “Photo Advertising,” a 
monthly house organ published to 
help ad men sell more space, are 
available from the Fairchild Graphic 
Equipment Inc., Jamaica, N. Y. 

Filled with examples of successful 
newspaper advertising, “Photo Ad- 
vertising” is produced in a file-folder 
format which holds loose-leaf sheets 
that may be kept in the folder and 
filed by month of issue, or may be 
easily removed from the folder for 
presentation to advertisers or other 
methods of filing. 

Covering a wide range of subjects, 
a cross-index inside the jacket cover 
provides ready reference to both the 
general file-folder heading and the 
specific type of ad. 

Each issue of “Photo Advertising” 
also contains monthly features in- 
cluding “Briefs,” which offers thumb- 
nail promotional ideas adaptable to 
local use, a monthly calendar of pro- 
motional opportunities and “Best 
Sellers” for the month. 

For your copy circl 


Reader 


Double Duty Equipment . . . Designed for 
action photography in a moving vehicle, 
““Autopod” also allows removal of camera 
and pan-head to standard tripod base 


Autopod Mounts Camera 
In Moving Vehicles 


Designed for fast action photog- 
raphy, the new Triangle J Autopod 
is being offered by the Jewett Manu- 
facturing Co., San Gabriel, as a base 
for mounting either a still camera 





Save Time | 
Save Money 
Save Guesswork 


Shoot your halftones as line copy . . . save time 
and take the guesswork out of your job by 
ordering a Mask-O-Neg screened print (velox). 


All Facilities Under One Roof 


Copy prints ¢ Still-life photography * B&W prints 
from ektachromes ¢ Film positives for silk screen 
Photostating * Color filtering * Film positives for 
mechanicals * Blow-ups 


We Invite Out Of Town Orders 


ask for Libby mk 0- 


YOURS FREE — The Mask-O-Neg 
Screen Guide — an invaluable aid to 
ADs and PMs. Write today. 


I, 





AR Reaches Out... 


to more advertising agencies than any other 
publication. If you sell advertising services, 
equipment or supplies to or through agencies 


AR is All Right... For You 


/, 
i) lj 
4/ 


MMi 


y) 
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NOU ae 


EBONIZED 


TRANSFER PAPER 


HERE’S “THE” TRANSFER PAPER DESIGNED TO 
SUIT EVERY ARTIST. IT TAKES AWAY THE 
USUAL FEARS OF TRANSFER TRIBULATIONS 
AND MAKES RENDERING PLEASANT. EBON- 
IZED PAPER DOES NOT SMUDGE, OR STAIN 
AND CAN BE USED REPEATEDLY. 

THE TRANSFER LINES ARE OF A SOFT GRAY 
TONE AND MAY BE ERASED WITHOUT INJUR- 


ING A PAINTING OR DRAWING SURFACE. 


17” « -22” SHEET SIZE 
single sheet * tube (4 sheets) * 25 sheets 


Write for a free sample and brochure 


— 


eee EO 
bienfang PAPER CO..INC. SSF 


METUCHEN, NEW JERSEY 
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or a motion picture camera in a mov- 
ing vehicle. 

Mounted inside an automobile or 
truck and supporting the camera so 
that it can be aimed through the 
windshield, the Autopod is strong 
enough to support any camera 
weighing less than 25 pounds. There 
is no vibration, according to the com- 
pany. The Autopod attaches to the 
instrument panel by means of clamps 
and requires no drilling or cutting. 

While it was developed primarily 
to photograph action from a moving 
vehicle, the Autopod also allows the 
removal of the camera, pan-head and 
adjustable elevating post by merely 
loosening one nut. 

Once removed from the Autopod, 
the camera may be used “as is” or 
transferred to the base section of a 
professional tripod. 

Additional equipment available in- 
cludes remote control fixtures en- 
abling the car driver to operate the 
camera and a power unit for adapt- 
ing the car battery system to camera 
operation. 44 


New Process Developed 
For Acetate Overlays 


Opaque true whites, blacks or col- 
ors on clear acetate are possible 


Informative Brochures available 
3 e. Mail request on your firm's 


letterhead, stating your title 


The color pages of America’s leading publica 
tions are the best advertisements of our work 


Yes...Chances are we can save that transparency 


COLOR TRANSPARENCY RETOUCHING 


ESTELLE FRIEDMAN ASSOCIATES 
E. 44 St., N.Y.C. 17, MUrray Hill 7-7194 


HARPER'S BAZAAR PHOTOGRAPH BY RICHARD AVEDON 
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through a photographic contact print 
process developed by Graphic Arts 
Workshop Inc., Chicago. 

Called Truline, the new process is 
designed for use wherever acetate 
overlays are used in art, whether it 
be the presentation of finished art for 
a client, “cels” as overlays for slide 
films, motion picture titles, tv slides 
and films and ballops, according to 
Graphic Arts Workshop. 

Suggested uses for the new process 
include package design, for showing 
several different color combinations; 
outdoor advertising, to give a clear 
picture of the final product without 
lettering directly on the art; pasting 
stats or lettering on an overlay, and 
titles for moticn pictures, slidefilms, 
tv films, etc. 44 


Kalart Makes Flash Unit 


For Polaroid Highlander 


Information on the BC-400 Flash 
Unit, especially designed for the 
Polaroid Highlander camera, can be 
obtained from the Kalart Co., Plain- 
ville, Conn. 

Listed as Model 460, Kalart’s flash 
unit includes a special electric shoe- 
mount which attaches directly to the 
flash shoe on the Highlander Camera 
and requires no further wires or 
brackets. 

Special features of the unit, ac- 
cording to the company, include a 
long-life battery capacitor (BC cir- 
cuit), a built-in Lucite safety shield 
which automatically ejects the lamp 
when it is opened, and a built-in ex- 
posure and test light. 

Although it was originally de- 
signed for the Polaroid Highlander, 
the company says the Kalart BC-400 
can be used with almost any camera 
having built-in synchronization by 
interchanging inexpensive brackets 
or connecting cords. 44 


Rotating Tables . . . Designed for both 
window and interior displays, this stand, 
the ‘‘Radisplay,’’ features individually ro- 
tating tables for holding product displays, 
display cards, etc. The tables are available 
in glass or Masonite and in special shapes. 
The arms come in chrome, brass or with 
black finish, and are removeable and 
interchangeable to create different ef- 
fects. Radiad Service Inc. (Skokie, III.) 
designed and produced the stand. 





WHAT’S HAPPENING WITH 


Newspaper r.o.p. color advertising rings up three important milestones on its path to maturity: 


quantity . . . quality . . . and standardization. Here’s a special report on r.o.p. progress— 


plus three important guides to help admen keep pace with the rapidly changing picture. 


By Dick Hodgson 
AR Executive Editor 


The big news in the field of news- 
paper r.o.p. color advertising can be 
summed up in three words: 

e Quantity 
® Quality 
e Standardization 

And from present indications, it 
may not be long before another very 
important word can be added to the 
list: 

e Maturity 

Unfortunately, however, r.o.p. col- 
or currently is finding itself in an 
awkward stage of adolescence, with 
growing pains that frequently “hurt.” 
There is no question but what news- 
paper color has progressed far be- 
yond infancy, but while maturity 
may be just around the corner, it 
hasn’t arrived as yet. 


>Some of the major developments 
of 1955 helped to set the stage for 
what is bound to be r.o.p.’s biggest 
year yet. The biggest step forward 
last year was the completion of the 
ANPA-AAAA Standards. These took 


two directions: 


1. The publication of “Plant Pro- 
cedures for Run - of - Paper Color 
Printing,” a comprehensive manual 
for newspaper plants prepared by 
the ANPA-AAAA Joint Committee 
on Newspaper Printing. This 20-page 
report helped to establish working 
guides which have already resulted 


in improved reproduction of news- 
paper color ads. 


2. Of greater interest to admen was 
the approval of 13 basic standard 
r.o.p. color inks. This was a major 
step forward in solving one of the 
advertiser’s biggest problems—get- 
ting a reasonable degree of uniform- 
ity in color reproduction. The wide 
acceptance already accorded these 
standards indicates nationwide adop- 
tion before too long. 

While there are still a number of 
voices objecting to the new ink 
standards, they at least give adver- 
tisers and agencies a basic planning 
standard and a platform upon which 
to voice demands for more faithful 
color reproduction. 


>The whole subject of r.o.p. stand- 
ards came in for some heated debate 
during a special r.o.p. color session 
at the ANPA Mechanical Conference 
held in Chicago last June. The loud- 
est voices of protest were those of 
the Chicago Tribune, which insisted 
that adopting the new standards 
would mean a major sacrifice in re- 
production quality for the Trib, 
which has been one of the outstand- 
ing leaders in r.o.p. development. 
Richard Lewis, ANPA mechanical 
department manager, commented: 
“There are always those who feel 
their methods are better than any 
standards.” Michael T. Winow, pro- 
duction manager of Ogilvy, Benson 


& Mather, New York, added, “It’s 


time for the pioneers to temper their 
thoughts. It would be much better if 
we could supply the same material 
to all papers.” 

Several advertising production men 
attending the session told AR that 
they felt it was just a matter of time 
before all newspapers would be 
forced into accepting whatever basic 
standards were adopted by adver- 
tisers. The key: competition. While 
there are still many major markets 
where only one leading newspaper 
offers r.o.p., the day is not far dis- 
tant when competitive papers will be 
in the picture. 

“Look at it this way,” one produc- 
tion manager told AR. “Say we've 
planned a campaign using the stand- 
ard colors and have to make a choice 
of just one newspaper in a market 
where one paper offers the standard 
colors and its chief competitor has 
other requirements. You can bet that 
we will favor the paper with the 
inks which fit in with our campaign 
plans. Let that happen a few times 
and the non-conformist will under- 
stand just where he has to draw the 
line between his own quality stand- 
ards and those which have been cho- 
sen as applying to the majority of 
newspapers in the country.” 
> At the present time, however, an 
even bigger problem for most major 
national advertisers is just finding a 
complete list of papers carrying r.o.p. 
color, without worrying about 
whether or not they follow any par- 
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Typical R.O.P. Ads . . . With newspapers 
hitting a total of over 90-million lines 
of r.o.p. color in 1955 (up 29.6% over 
1954), everything from lipstick to tur- 
keys is getting colorful treatment in 
newspaper ads. These typical examples 
of r.o.p. ads were selected from just two 
issues of The Milwaukee Journal’s 
‘Weekly Color File’’ service. They clear- 
ly indicate that there is no set formula 
for use of color 


ticular set of standards. This picture 
shows signs of changing soon. 

Consider the Chicago market, for 
example. While the Tribune has long 
been an r.o.p. leader, its three daily 
competitors have limited their offer- 
ings to one color and black. But the 
Tribune’s leadership won’t go un- 
challenged for long, as evidenced by 
these 1955 developments: 


e The Chicago Daily News, which 
already has an outstanding mechan- 
ical plant, announced it was spend- 
ing $11,000,000 for improvements 
which will permit it to handle full 
r.o.p. color. 


e The Chicago Sun-Times an- 
nounced plans for its new home, now 
under construction just a block west 
of the Tribune along the Chicago 
river. Included in the new plant will 


* 
Next Month in AR 

Just what happens when an adver- | 
tiser tries something different in the way | 
of an r.o.p. ad will be the subject of a 
special article in the April AR. 
Johnson Motors, Waukegam, Ill., made | 
effective use of r.o.p. ads totiein witha | 
new color scheme adopted for the 1956 | 
models of Johnson Sea-horse outboard | 
motors. It required matching a special | 
color and some unusual space problems. 
Just how Johnson solved its problems | 
provides a valuable case history for | 
future reference by any adman plan- | 
ning an r.o.p. campaign. | 
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be 30 Goss “Headliner” press units 
plus 16 extra color printing cylin- 
ders, four “fudge” color arrange- 
ments and four double folders, which 
will permit the Sun-Times to offer 
four-color printing throughout the 
daily paper. 


Similar developments are being 
reported from all parts of the coun- 
try, with the notable exception of 
New York City, where the major 
dailies are still holding fast to their 
charcoal gray traditions. Many quar- 
ters feel it’s only a matter of time, 
however, until even the Manhattan 


dailies are forced onto the r.o.p. 
colorwagon. 


> Other major developments of 1955: 


e Expansion of the Milwaukee Jour- 
nal’s r.o.p. color service operation, 
a syndicated service of advertising 
and editorial material in two, three 
and four-color for local and coopera- 
tive advertisers. Expansion of the 
service to 118 papers resulted in a 
reduction of the service’s subscrip- 
tion price by 25% and lowered the 
cost of plates and mats of service 
features. 


e Some 118 newspapers agreed to 
accept fractional-page color ads for 
their daily black-and-white comic 
pages. 


e Cigaret advertisers, such as Wins- 
ton, Philip Morris, Marlboro and 
Cavalier, entered the r.o.p. field for 
the first time, providing another in- 
dication that sooner or later r.o.p. 
color will become a part of most na- 
tional consumer campaigns. The 
number of consumer products ad- 
vertised with r.o.p. color for the first 
time in 1955 was staggering. 


e The phenomenal monthly use of 
r.o.p. color nationally by Ford and 
locally by department stores. Ford 
linage has been in the lead nation- 


RACH ELFORO BUNCE COMPADIT 


ally since March 1955 excepting Oc- 
tober when Winston, Philip Morris 
and Phillips Petroleum made three 
separate linage blasts. It won’t be 
long before some user hits one mil- 
lion lines monthly. Meanwhile, de- 
partment stores have led the retail 
category practically every month for 
the past 214 years. 


>In spite of the continuing progress 
being made in the r.o.p. color field, 
the mechanics of producing r.o.p. ads 
still constitute a major stumbling 
block for many advertisers and agen- 
cies. Several good guides have been 
developed recently. AR has selected 
three of these and digested them for 
publication accompanying this ar- 
ticle: 


e An r.o.p. checklist published by 
Reilly Electrotype, New York, and 
Lake Shore Electrotype, Chicago, di- 
visions of Electrographic Corp. Reilly 
and Lake Shore have been widely 
recognized as outstanding leaders in 
the development of r.o.p. color (along 
with the Chicago Tribune and the 
Milwaukee Journal). 


e A list of do’s & don'ts for r.o.p. 
color developed by a panel of ex- 
perts featured on the program at a 
meeting of the Minneapolis Adver- 
tising Club last year. Leaders of the 
panel were John Copeland, produc- 
tion manager of the Minneapolis Star 
& Tribune, and Lee Dahlberg, part- 
ner in Dahlberg & Carlson, Minne- 
apolis commercial art studio and for- 
mer color coordinator of the Star & 
Tribune. 


e “Thoughts on Color Ads,” a list of 
suggestions on preparing color ad- 
vertisements by Herbert E. Langen- 
dorff, advertising manager, and 
Stanley J. Walicki, art director, of 
the Goss Printing Press Co., Cicero, 
Ill. 


At some points, the guides have a 
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tendency to overlap, but because 
there is important material within 
these areas of overlap which is not 
covered in one of the other guides, 
AR has chosen to repeat such points. 


>One thing must be kept in mind 
when reviewing any guide to the 
preparation of material for r.o.p. 
color. There are still many areas of 
honest difference of opinion on just 
what is “best.” Probably the biggest 
argument still going on in the field 
is the question of the use of a black 
plate in reproduction of 
color illustrations. 

There are those who maintain that 
only with black can you obtain 
sparkle, definition and decent gray 
tones. Another group just as firmly 
believes that black only muddies up 
good color reproduction and _ that 
only three process colors should be 
used. It is easy to find evidence in 
current r.o.p. printing to support 
either viewpoint. 

It also must be remembered that, 
while much progress has been made 
along the road to quality standard- 
ization, you will still get an amazing 
amount of difference in the repro- 
duction of the same material in any 
given list of newspapers. AR recent- 
ly reviewed a collection of tear- 
sheets from various newspapers in 
different sections of the U.S. carry- 
ing an advertisement requiring the 
matching of just a single color. There 
wasn’t a single “set of twins” in the 
lot—with the second color taking on 
a wide variety of different hues. 


process 


>This problem can be traced to a 
number of different sources—paper, 
ink, presses and even the ability of 
the personnel who handle your ads 
in the different newspapers. Part of 
the problem is explained in a new 
booklet on r.o.p. color, “ROP Color 
Simplified,” written by Dr. Thomas 
S. Curtis, president of Curtis Lab- 


oratories Inc., Los Angeles, maker of 
photographic equipment. 

Dr. Curtis points out, “The job of 
getting the picture ready to print is 
a difficult one. This stems from the 
following facts: Newsprint (at its 
average for color which varies great- 
ly) absorbs about 40% of the blue 
light and about 16% of green. It is, 
in short, brownish-gray instead of 
white, as it should be. Newsprint is 
like blotting paper, and the color is 
literally forced into its fibres by 
great pressure. 

“Newspaper inks cost from 26 to 
50¢ per pound, as compared with sev- 
eral dollars per pound for white pa- 
per process inks. Naturally, the 
economics of the situation prevent 
pigments of high color purity and 
strength from being used. Under 
these circumstances, the quality loss 
in the production of r.o.p. color is 
very high indeed. By scientific meas- 
urement, this loss has been deter- 
mined as from 40 to 80%. 

“The highest losses in quality, of 
course, are in those papers that are 
struggling with the unfamiliar prob- 
lem. Much of this poor quality is due 
in part to inadequate equipment. 
Some of it is traceable to personnel 
who have had no opportunity to 
study or obtain training in a new and 
difficult field.” 


> But, as r.o.p. color comes closer 
to maturity, such problems are di- 
minishing in importance. A big factor 
is that advertisers and agencies are 
learning what degree of quality they 
can reasonably expect and no longer 
trying to compare reproduction with 
that found in slick magazines or roto- 
gravure supplements. 

There are times, of course, when 
r.o.p. color comes through with an 
amazing performance. Take, for ex- 
ample, the ad which L. Relsky & Cie 
of Cockeysville, Md., ran for its 
Relska vodka in the Dec. 1, 1955 
Washington Post & Times-Herald. 


a 
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10 DAYS 


SENTRY GUARDS YOUR SAVINGS 


The full page (see cut) featured a 
uniformed officer in a brilliant scar- 
let uniform, with a row of berib- 
boned medals carrying nearly every 
color of the rainbow. The reproduc- 
tion had flesh tones which would 
rival those of the slickest magazine 
ad and a bright yellow background 
which suffered only a little from a 
considerable amount of 
through and offsetting. 
Unfortunately, however, such r.o.p. 
color performances are usually the 
result of a “happy accident” rather 
than the application of tried-and- 
proved production techniques. But, 
on a whole, r.o.p. advertising has 
come a long way in the past few 
years and will undoubtedly continue 
to gain rapidly in stature. 44 
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Happy Accident? . A truly outstand- 
ing job of r.o.p. reproduction is this 
Relska vodka ad from the Washington 
Post G Times Herald. The large photo- 
graphic illustration featured several bril- 
liant colors with a vivid yellow back- 
ground 
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Quality Standards ... 


Lake Shore Report Offers Basic Guide 
For Obtaining Quality in R.O.P. Color 


>> AR’s Eastern Editor, Ted Sancha- 
grin, worked with officials of Reilly 
Electrotype, New York, in preparing 
the following digest of a basic guide 
to r.o.p. color, “Recommended Qual- 
ity Standards on R.O.P. Color Mate- 
rials for Agencies & Engravers,” 
produced by divisions of Electro- 
graphic Corp. as part of the “Lake 
Shore Report on Newspaper R.O.P. 
Color Requirements.” 


Art Standards 


e Contact your engraver for differ- 
ent printing plate sizes. Full-page 
engravings can be 1414x20” to meet 
specifications for smallest printed 
newspaper page, or 15x20” and 
16x20” for nationwide campaigns. 
This applies to both color and black 
and white separations. Smallest size 
eliminates need for flat casting due 
to oversized page makeup. 


e Do not combine transparent and 
opaque water color. They look alike, 











UA 


absorb and photograph differently. 
Preferably, use opaque water color, 
avoiding addition of opaque white or 
opaque black to color. If you have 
to use transparent water color be- 
ware that paper color or undercolor 
pigment does not come through and 
dilute color photographed by camera. 


e Be sure sufficient color contrast 
is provided, so delicate tonal gradu- 
ations do not get lost in final repro- 
duction. Combination of light tones 
will usually give unsatisfactory re- 
sults. Put enough contrast in colors 
to allow good separation and detail 
in final proof. 


e Supply all artwork in one piece 
to engraver. If not possible, an ac- 
curate, comprehensive mechanical 
layout is necessary. 


e Simple separations can be made 
from black and white art. Indicate 
color on flaps or tint areas. This ap- 
plies only to simple register or solid 
tint overprints. 
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Powderless Magnesium Etchings 
give better reproductions, longer 
press runs, more exacting register, 
and light weight for shipping econ- 
omy. A minimum of 5000 mats, 
without a pattern plate. All of this 
at no extra cost to you. 





Fine halftones, combinations, and 
process color plates. 


Faithful line reproductions, Ben 
Day plates, and coarse screen 
combinations. 


Pickup and delivery with radio dispatched automobiles. 
PHONE: ST ate 2-3939 
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e Don’t overprint process colors in 
tones heavier than 80% per color. It 
results in complete loss of detail. 
Where full color is overprinted to 
produce black, total coverage should 
not exceed 250%, preferably 200%. 


e Exercise care to reduce heavy un- 
dercolor photographically in using 
photographic separations. Maintain 
contrast in clear, open values, keep- 
ing all units large. Photo department 
should be sure to keep lighting ratio 
3 to 1, or 2 to 1. 


e Overprinting type on color should 
be done only in tone values that al- 
low enough contrast between type 
and background. Cut large solid 
color areas with 10% for best print- 
ing results. Cut heavy black letter- 
ing with 25° screen to conform to 
restrictions many papers have 
against printing large black solids. 


e Restrict thin lines or rules and 
medium or small lettering to one 
color. They reproduce better in one 
color under press conditions. If you 
have to use more than one color, you 
can aid register by terminating light- 
er colors inside darker color. 


e In reverse lettering, if you have 
to use more than one color, make 
lighter background color smaller 
than darker color. Small letters with 
fine serifs are not practical and 


should be avoided. 


e Great care should be exercised in 
using vignettes. They have tendency 
to become hard in newspaper print- 
ing. Better still, don’t use them. 


e Heavy color on lettering above or 
below process illustration has tend- 
ency to affect adversely the quality 
of illustration because of excess of 
inking required by lettering. 


Engraving Standards 


e Zinc will not stand up under 
repeated hot mat molding. Use 16- 
gauge copper, gem metal, or mag- 
nesium in producing r.o.p. color en- 
gravings to produce ultimate in 
register and quality of reproduction. 
Don’t use, if at all possible, combina- 
tions of copper and zine or copper 
and electrotype metal for type 
patches. Such combinations distort 
in molding, producing poor register. 


e Use 60 to 75-line screen, depend- 
ing on subject matter. Particularly, 
for extensive campaigns where press 
conditions and paper stock vary con- 
siderably, use 60 or 65-line. 


e Engravers’ register marks must be 
located inside subject matter of ad- 
vertisement at points as far apart as 
possible, preferably in each of four 
corners within live-matter area. 


e All color engravings should be in 








one piece and unmounted. Assem- 
bled units should be of same thick- 
ness and level to insure proper mold- 
ing for register. 


e Engraver must single tool all 
screen edges when drop-outs exist, 
to eliminate hard edges in final print- 
ing. Curved stereotype press plates 
will accentuate defects not discern- 
ible in engravings. 


e Color proofs and progressive 
proofs should be pulled wet on news- 
print stock in yellow-red-blue-black 
sequence. 


e Color should be stamped on each 
engraving inside live area. For quick 
reference by engraver and mat sup- 
plier, advertiser or agency should 
assign serial number or other iden- 
tification mark to each ad. 


e Again, vignettes and soft or un- 
necessary backgrounds often print 
poorly. Soft edges harden and black- 
en during process of newspaper 
printing and often ruin effect of il- 
lustration. Avoid vignettes in small, 
completely enclosed areas. 


Newspaper Standards 


e Agencies should issue insertion or- 
ders, progressive proofs and mats far 
enough in advance of date of inser- 
tion (10 days) to enable newspapers 
which can do so to prepare their 
plates and make pre-run. 


e Also, agencies should issue no- 
tices, included with insertion order 
to publishers, to this effect: “Do not 
flat cast unless absolutely neces- 
sary.” 


e Mats must be untrimmed, pre- 
registered, squared. 


e Mats should be supplied with 
masthead and running head where 
required by newspaper. 


e To insure better quality, furnish 
mats complete with laminated pre- 
registered pre-makeready underlays 
and overlays. These help retain de- 
tail or original art, enabling news- 
paper to print cleaner and sharper 
than by conventional methods, low- 
ering lonesome areas and vignettes, 
apportioning ink in varying quan- 
tities. 


e In planning partial page cam- 
paigns, contact your engraver or 
local rep for recommendations on 
pre-makeready mats, electrotypes, 
thermoset plastic and plastic plates. 


e Pack all mats in moisture-proof 
container to avoid mat shrinkage, 
with full instructions to newspapers 
for use. Advertiser should always 
have extra mats available. There is 
no trouble storing plastic plates or 
electros. 44 
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Minneapolis Forum... 





Color Experts Explain ‘Do’s & Don'ts’ 
For R.O.P. Color at Ad Club Meeting 


>» Six color experts appeared at a 
meeting of the Minneapolis Adver- 
tising Club last spring to give forth 
with some “do’s and don'ts” for r.o.p. 
color. Leading the panel of experts 
were John Copeland, production 
manager of the Minneapolis Star & 
Tribune, and Lee Dahlberg, partner 

Dahlberg & Carlson, Minneapolis 
studio. Here is a summary of the 
“do’s and don'ts” recommended by 
the panel: 


1. Use bright, 


reproducable 


clean colors, easily 
through the use of 
standard Extra - Strong newspaper 
printing ink colors — magenta red, 
yellow and blue. Avoid muddy colors 
such as deep purples and dark 
browns. Plan the predominant color 
areas in your layout to be as near in 
quality to primary and secondary 
colors as possible, and shoot for a 
minimum of overprinting of colors in 
the large areas. Smaller areas, of 
can run the complete color 
from pinks to deep browns 
and black. In newspaper printing, the 
inks are absorbed into the paper, as 
with a blotter, while in other forms 
of printing, the ink is usually allowed 
to dry on the surface. Therefore, 
large quantities of red, yellow and 
blue, overprinting each other, are 
exceedingly hard to control with 
r.o.p. color. 


course, 


range, 


2. Use contrasting colors next to 
each other whenever possible for 
maximum display value. This adds 
punch and crispness to your ads. For 
instance, a blue background makes 
an orange subject come to life, or a 
green background makes 
ject leap out at the reader 


a red ob- 


3. When using color photos, have 
them as large as possible so that the 
small details will remain sharp 
throughout the production steps. 
Remember, there are nearly four 
times as many dots in a 133-line 
screen reproduction common to mag- 
azine color as in a newspaper half- 
tone of the same size. Mr. Dahlberg 
cited a news color picture of a beau- 
tiful, modern church interior, rich in 
warm wood colors and ornate in de- 
tail. The pastor stood to one side of 
the composition. When the entire 
impressive scene was scaled down 
to three columns wide, Mr. Dahl- 
berg said, “That poor pastor had a 
head composed of only six color 
dots.” 
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4. When using color on type of let- 
tering, make the type larger than 
you would with black type because 
the colored type appears smaller 
than black, especially when used in 
combination with black. If you wish 
to render a single word in color in 
a line of black type, make the single, 
colored word larger or bolder, or 
larger and bolder, than the black 
type in order to achieve the impor- 
tance you desire. 


5. Avoid colors on type or hand- 
lettering that require the over-print- 
ing of two or more inks. If it 
be done, 


must 
enclose the color with a 
black outline or make the lighter 
color slightly 
darker 
“Tt’s murder,” 


smaller, so that the 
color carries the sharp edge. 
said Mr. Dahlberg, 
“even to try overprinting colors on 
small type. Do not plan small type 
in more than one primary color, and 
then do not use yellow singly.” 


6. Plan on black and white areas 
within the color art for additional 
power. A reasonable amount of white 
space outside the color art also helps 
to attract and hold attention. When 
working with color, it is sometimes 
forgotten that black and white, in 
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Metallic Ink . . 


. An indication of quality 
progress in r.o.p. color is this ad from the 
Nashville Tennessean. The second color 
was a metallic gold, reproduced with sur- 
prisingly high quality. 


themselves, help to accent the color 
areas. Either black or white sup- 
plies the necessary sparkle to a well- 
planned color page. 


7. There are many ways an artist 
can pre-separate colors, but what- 
ever method he uses, his rendition 
should always be clean, crisp and 
accurate. In the use of Craftint mul- 
ticolor overlays, be sure the tones 
are fully and evenly developed. The 
chemical should be blotted immedi- 
ately so that no white chemical resi- 
due remains. If the tone is only 
partially developed, the resultant 
brown areas will not produce a clean, 
sharp tone pattern so necessary to 
professional production. Such weak 
areas can be easily discovered by 
holding the transparent sheets up to 
the light, and then they should be 
re-developed with a new application 
of chemical. 


8. Use the three-color system for 
halftone color reproduction when- 
ever possible. The standard magenta- 
red, yellow and blue inks will re- 
produce all the colors of a full-color 
photograph, and the black plate can 
carry the type. If the black is de- 
signed so that it has no close regis- 
tration with the color, it can be 
handled on a black and white dead- 
line schedule. Better press registra- 
tion can be thus maintained and 
cleaner colors are produced by the 
elimination of a black halftone 
screen, which tends to deaden and 
darken all colors. 


9. Register marks are as important 
to an r.o.p. color ad as wheels are 
to a car, and they are just as impor- 
tant to the stereotyper as to the en- 
graver. There should be four on ev- 
ery color ad, and they should be the 
reverse kind, with white crossed 
lines in the center. Place them in the 
white area of the ad, as near to the 
four corners as possible. If not pos- 
sible, place them about a quarter- 
inch outside the printing area at each 
corner, top to bottom. 


10. Insist that your engraver 
all newspaper color ads on news- 
print stock. A beautiful proof on 
glossy white stock is not a true proof 
of your color ad. Be sure you have 
enough proofs so that each newspa- 
per reproducing the ad has at least 
one color proof. But additional proofs 
are always welcome. For instance, 
as many as five different presses may 
be running your ad at the same time 
at the Star & Tribune, and at other 
newspapers of comparable circula- 
tion. 


prove 


11. If available and convenient, ac- 
tual merchandise is the best source 
to work from when matching color. 
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7 More than 80% 

of all R.O.P. color 

has been reproduced 
from Lake Shore patented 
Bista mats since 

their inception! 
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LETTERPRESS 


The improved science of letter- 
press printing offers better re- 
production than ever before, 
provided your engravings meet 
the exacting requirements of 
modern printing equipment and 
techniques. 
At DOT, you get that quality. 
We are making outstanding line 
and halftone, color and black 
and white engravings for cus- 
tomers from coast to 
coast. 
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SHELTON COLOR 


SEPARATIONS 


for 4-COLOR OFFSET 


4:5" -"60 


5"X 7"—S$65 6" X 9"—$70 
8" X10"—S$75 11" X 14”"—$80 


Complete Cost — No Extras 
Color Mat Proof Included 


150-Line Screen — 5-Day Delivery 


Supply us with your color trans- 
parency and we will deliver 4 Color 
Positives and color mat proofs 
ready for your stripper in 5 days. 
We guarantee our work. 


Phone or write today for Price List AR 
—FREE Samples 


SHELTON %33.5° 


CORP. 
16 LAFAYETTE ST. © HACKENSACK, N. J. 


N. Y. PHONE: PLANT PHONE: 
LOngacre 3-1377 HUbbard 9-9605 
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Color Sells Everything .. . 


Printing Press Manufacturer Offers 
Helpful Tips for R.O.P. Advertisers 


>> The following suggestions on pre- 
paring r.o.p. color advertisements 
were prepared by Herbert E. Lan- 
gendorff, advertising manager, and 
Stanley J. Walicki, art director, of 
The Goss Printing Press Co., Cicero, 
Ill., on the basis of their experiences 
and observations and their confer- 
ences with leading color authorities, 
printers and photoengravers. 


Color is in such great demand on 
all sides today that there is no need 
to point out that color in advertising 
sells. Color sells most everything. 

However, there are two points 
which should be considered: 

1. Color can detract if used improp- 
erly. 

2. Color should be used with a def- 
inite purpose, not haphazardly. 

Therefore it is advisable to study 
the theory and the practical applica- 
tion of color. One of the most essen- 
tial elements from the inception of 
an advertisement or a news feature 
in color is teamwork. Artist, photog- 
rapher, writer, layout man, engraver, 
stereotyper and pressman_ should 
give thought to one another’s prob- 
lems, and should pool their thoughts 
and efforts. 

The primary responsibility for sat- 
isfactory color printing rests upon 
the individual or persons who con- 
ceive the particular advertisement 
or feature layout. If the ad is poorly 
designed or if faulty shades are used, 
the piece will miss the mark and 
there is nothing that engraver, stere- 
otyper or pressman can do to remedy 
it. A surprising amount of poor color 
work can be traced back directly to 
the photographer or artist—or the 
advertiser who insisted that his ideas 
be carried out. 


> The first essential is harmony. 

Color attracts attention, and there- 
fore it should be pleasing to the eye. 
With this in mind, plan the layout 
and select colors to obtain an effec- 
tive unity. Avoid two colors of high 
contrast. In many cases, one strong 
color should dominate. A good policy 
is to avoid placing two high contrast 
colors adjacent, because elements 
should not fight for attention. Each 
element (whether color or layout or 
type) should be complementary to 
the focal point. 

Many an advertiser acts in the be- 
lief that since he is paying for color 
he should get his money’s worth by 
splashing it all over a page. It is 
sometimes a mistake to use too much 


color. Color should be used judi- 
ciously. 

Spot color may be much more ef- 
fective, on occasion, than a great deal 
of color. 


> Although the following is basic in- 
formation, it may be well to repeat 
that there are 4,225 separate dots 
in an ordinary 65-line halftone en- 
graving for printing in black only. 
Since three plates are used for a 
three-color reproduction, the printed 
version will have a total of 12,675 
dots, while a four-color illustration 
will have 16,900 dots. 

These dots should not overlap nor 
overprint, but ought to appear along- 
side one another in order to produce 
the desired colors. 

Misregister of one-half a dot is 
considered excellent printing, be- 
cause it will produce the color ef- 
fects very near perfection. 

In order that the thousands of 
microscopic dots may be positioned 
adjacent to one another, the photo- 
engraver uses several different an- 
gles in his screens. The majority 
shoot black at a 45-degree angle and 
the color at 75 degrees for a two- 
color advertisement. They shoot 
blue at 45 degrees, yellow at 75 and 
red at 105 for a three-color illustra- 
tion; and black at 45 degrees, yellow 
at 60, red at 75 and blue at 105 for a 
four-color ad. A variation, preferred 
by one leading metropolitan daily, is: 
15 degrees for red, 45 degrees for 
black, 60 for yellow and 75 for blue. 

This same newspaper uses a 120- 
line screen 812x111” magazine plate 
blown up to newspaper page size to 
obtain an effective 75-line screen for 


ROP color. 


> Absolutely perfect register cannot 
be guaranteed on any newspaper 
press, even with the most precise 
electronic instruments. This is true 
because of the many variables, many 
of them due to the stretching of 
paper and to variations in tempera- 
ture and humidity. Consequently, the 
aim is the approximation of per- 
fection. 

In view of the uncertainties, it is 
advisable to avoid extremely thin 
lines in process color illustrations 
and to employ reverses in not more 
than one color. Vignettes ordinarily 
present difficulties. 

It is advisable for a local adver- 
tiser to confer with the production 
department of the newspaper before 
preparing color plates. The two 
should determine the kind of ink to 
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R.O.P. Leader . . . Leading the race as 
r.o.p. linage leader on a nationwide basis 
is Ford, which uses ads such as this two- 
color example from Milwaukee Journal. 


be used. This will enable the adver- 
tiser to make most effective use of 
color. 

These seemingly minor factors can 
make a tremendous difference in the 
reproduction of a color page. 


> Another very important factor is 
the color of the newsprint. This is 
something which frequently is dis- 
regarded. The artist (or whoever de- 
cides on the colors) always should 
keep in mind the white of the news- 
print, so that he may employ that 
white advantageously and also com- 
pensate for it in laying down the 
hues. 

In most cases, it is well to use a 
light background, especially one that 
will offer contrast to the subject. In 
no event should the background be 
allowed to detract from the subject, 
and (at least in newspaper printing) 
the background should not blend 
with the subject. 

When one chooses colors for the 
subject, it is a good idea to weigh 
the fact that pastels require much 
more skillful handling than do the 
strong colors. For this reason, it is 
better to rely upon bright colors than 
pastels for the subject. 

Furthermore, solids in large areas 
generally do not contribute to effec- 
tive ads. In most cases, it works out 
better if an 80% screen is substi- 
tuted for a large solid. 


> All too often an otherwise beauti- 
ful full r.o.p. color advertisement is 
spoiled by faulty flesh tones. Obser- 
vation shows that it is not necessary 
to over-emphasize flesh tones, but 
that it is better to strive for natural 
tones. In this connection, bear in 
mind that most newsprint has a gray 
cast, which affects the flesh tones. An 
artist can hardly go wrong by select- 


ing a yellow on the light side, with 
a minimum addition of red. 

Every person having a voice in 
preparing an r.o.p. color illustration 
should remember that he is working 
with screens in halftones. The ac- 
cepted rule is never to exceed 200% 
in total screen value. Suppose a 
three-color picture has 80% yellow, 
80% red and 80% blue, adding up to 
240%. In such event, screen values 
must be reduced so that the total will 
not be more than 200%. 

One reason for this is that in the- 
ory the solids of the three primary 
colors combine to produce black. The 
nearer one approaches 100% of each 
color, the more devastating the re- 
sults, while practice has shown that 
80% screen is the highest for any one 
hue—unless an out-and-out solid is 
wanted. 

In reality, it is impossible to obtain 
true black by using screens; only 
solids will combine to give black. 


> This brings us to the controversial 
discussion of three-color versus four- 
color. While we recognize the merit 
of the claims of the proponents of 
three-color printing and while we do 
not profess to be authorities on the 
subject, we take the liberty of re- 
peating the findings of eminent stu- 
dents—both newspapermen and sci- 
entists. 








The three-color process is ideal 
for light type subjects. It can be em- 
ployed in a majority of cases. It has 
many points in its favor, the princi- 
pal one being that it is less expen- 
sive. Also it requires less work all 
along the line and is easier to reg- 
ister. 

There are limitations. For one 
thing, it is a serious mistake to use 
blue for dual purpose. If the subject 
contains much blue, this color should 
not be substituted in producing 
black. The penalty is mud. Blue 
should be employed for a single pur- 
pose—either to reproduce blue tones, 
or as a blend to simulate black. There 
are occasional exceptions to this 
rule, but it is a safe guide in the 
vast majority of cases. 

Three colors plus black are prefer- 
able for dark or sharply defined sub- 
jects. Black adds punch, adds defini- 
tion, adds gray tones which improve 
almost every illustration. While it 
has been said that Nature provides 
only the primary colors, it must be 
remembered that Nature also has 
profuse shadows and that Nature 
takes on different 
the gray tones vary. 

A good point to consider is that 
duotones may be used effectively, 
and frequently with substantial 
economies. 44 
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@ RICH, TWO-TONE, LEATHER-LIKE TEXTURE 
@ NINE BRILLIANT COLORS, TWO DIFFERENT WEIGHTS 


@ ONE OF THE MOST POPULAR LEATHER-TYPE COVERS 


In hundreds of sales promotional applications which 
call for a leather-type cover, advertising managers, 
agencies and printers have found in CHAMELEON COVER 
a most effective answer to their problems. 


In fact, they have made it one of the most popular 
leather-type covers in use today. 


CHAMELEON COVER is available in two weights, 
regular and double thick, and is stocked in two sizes, 
20 x 26, and 23 x 35. It comes in nine beautiful colors — 
Saddle Tan, Leather Brown, Grey, Erin Green, Chinese Red, 
Garnet, Navy Blue, Polar Blue, Black, and is packaged 100 
sheets to an individual carton. 


A special plastic-bound sample book has been pre- 
pared to show you this beautiful cover stock. Write for it 
today. We will send it to you by return mail together with 
the name of your nearest distributor. 


Creators of Individual Papers 


SPRINGFIELD COATED PAPER CORPORATION 


Camden, New Jersey 
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Admen thinking of sales tools should give full consideration 
to the business card. Here are some basics to bear in mind 
before you design and order your business cards. 


By Willem Kavli 


That calling card so casually 


handed out or accepted is one of 


the really powerful tools of the bus- 
iness world. For, aside from provid- 
ing the identification of the company 
and its representative, it is a con- 
venience to the man who offers it 
as well as to the man who receives 
it. 

While most folks in business re- 
gard it as a necessity, if not a nec- 
essary evil, relatively few have de- 
veloped its full possibilities or have 
crystallized a technique in selecting, 
preparing and using business cards. 

Business cards have taken on 
many odd twists and materials. This 
is, more than likely, an expression 
of the urge to create the mental 
dent which it is hoped will build a 
special place in a card recipient's 
memory. A very obvious urge has 
always been to make one’s card dis- 
tinctive. Some achieve distinction 
by one method, others by 
means. 


other 
Distinction — or visual difference 
from all other cards—is developed 
by a few relatively simple means: 


e Design .. . Something out of the 
ordinary format, oddly shaped let- 
ters, trade marks, cartoons and the 
like serve to render a card different 
and eye arresting. 

e A literary 


device Some 


phrase, slogan or other literary de- 
vice often appeals to a card recipi- 
ent’s self interest, like the card of 
the company in the heating appa- 
ratus field which carried a picture 
of his satanic majesty and the slo- 
gan, “Ill make it hot for you.” 

e A sample ... In one case an ac- 
tual sample of a plastic material 
was used as a card; in another a 
company which made mats _ for 
newspaper service printed its card 
on actual mat material. 

e Tie-in ...A dependable method 
of securing distinction is a direct 
tie-in with the advertising effort of 
the house issuing the cards. Where 
advertising has resulted in wide- 
spread acceptance and distribution, 
this method has been known to ring 
the bell. 

A prime and worthy objective of 
the business card is to state the 
caller’s business as tersely as pos- 
sible to conserve mutual time. Years 
ago I was employed for a time by a 
printer who, speaking of cards, said, 
“Say what you've got to say and say 
it briefly. Chances are itll be too 
much anyway. Also, if you're sell- 
ing, go where you are sure business 
is to be had. It’s not thrifty to waste 
a good card on a poor prospect.” 


>The big users of business cards 
are quite obviously companies 
which require a large number of 
contacts daily. Thus, in all prob- 


ability, the 
the greatest single user of calling 
cards. The unit sale per number of 
calls is a primary factor in this field, 
and the good insurance man knows 
that calls are important—calls in- 
crease the prospect list. 


insurance business is 


Another group of large users of 
cards is the office appliance field. 
Here again it is recognized that per- 
sistent and frequent calling on pros- 
pects spells the difference between 
volume and the lack of it. In this, as 
in the insurance field, sales admin- 
istrations have developed various 
incentive plans. Thus, a salesman 
who arrives at a specific quota of 
sales is rewarded, in addition to his 
increased income, with cards indica- 
tive of the company’s recognition of 
superior performance. 

According to Richard Townley, 
president, R.O.H. Hill Inc., New 
York, the use of color in calling 
cards is on the increase. One of the 
nation’s leading producers of busi- 
ness and calling cards, R.O.H. Hill 
Inc. says that frequently a company 
will give colorful and impressive 
cards to even the greenest member 
of the sales staff while for execu- 
tives on the administrative or offi- 
cial level, the company will pur- 
chase very plain and modest cards. 


>For a salesman a company will 
buy a good sized quantity of cards 
whereas the president very often 
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What's New? 

INDIVIDUAL WATERMARKED PAPER 
What is the Watermarked 
Copy? 

ANY NAME, DESIGN, OR TRADEMARK 
Watermark What? 
LETTERHEADS PERSONAL STATIONERY 


BUSINESS FORMS CHECKS FOR BANKS AND 
INDIVIDUALS OTHER VALUABLE PAPERS 


What's the Sizzle? 
PRESTIGE AND PROTECTION 


What Does It Cost? 
LESS THAN 34c¢ PER SHEET IN 
QUANTITIES OF 1,000 
What About Samples? 


SEND US YOUR ART COPY AND THE NAME OF YOUR 
PRINTER. WE'LL GIVE YOU WATERMARKED SAM- 
PLES. NO COST OR OBLIGATION. 


How Do You Get Service? 


CONTACT YOUR PRINTER DIRECT. OR WRITE TO US 
IF HE HAS NOT YET RECEIVED HIS FRANCHISE. 


GUARANTY PAPER CORP.* 


Cleveland, Ohio Washington, D. C. 


* Address all inquiries to: 
COUDERSPORT, PA. 


for more details circle 210, page 129 


AR?’s 21,000 Circulation is 
Hand-Picked for Buying Power 
Nowhere else can you get such cover- 
uge, so carefully tailored and so 
precisely directed to buyers of adver- 


tising services, materials, equipment, 


supplies. 


Get in AR! 


Business Cards in Color 


Color Postcards & 
Jumbo Cards Also Available 
Write for full information. 


Marks & Fuller, Inc. 
70 SCIO ST. » ROCHESTER 4, N.Y. 
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gets only a minimum quantity. This 
may be the result of experience 
whereby the salesman is expected 
to maintain a high average of calls 
per day, while the president or other 
officers make relatively few outside 
calls. Occasionally, however, the 
tune changes—as, for example, the 
president who included his card 
with several thousand annual re- 
ports. 

It seems, therefore, to be a law or 
rule that as the need for direct con- 
tact on a daily basis increases, the 
need for calling cards likewise in- 
creases. 

There are many varieties of sales 
angles employed in business cards. 
Several large organizations have so 
carefully departmentalized their 
sales activities that the firms in a 
given locality might find the situa- 
tion puzzling if the salesman’s card 
did not clearly state the very spe- 
cial department he represents. 

Office and business machine 
equipment companies today rarely 
have what could be called a “gen- 
eral representative or all-around 
salesman.” Building materials com- 
panies likewise train people for spe- 
cific sales jobs and functions. The 
titles and functional designations on 
their cards necessarily present a 
wide variety of activities and spe- 
cialties. 


>Is there a right way to use busi- 
ness cards? One school of thought 
advocates the generous use of the 
pasteboards. Others advocate a 
sparing and discriminating tech- 
nique. One rather astute old gentle- 
man told his son and other members 
of his organization, “It’s bad man- 
ners to give your card until it has 
been asked for. If a receptionist asks 
your name and the company you 
represent, tell her. Spell it out if 
need be. But withhold your card 
unless it is to be taken in directly 
to the man you are there to see. 
There is no point in adding your 
card to the bunch the receptionist 
throws away at the day’s end.” 

A sales manager who keeps his 
eye very much on the ball enjoins 
his staff to give cards only to such 
personal friends as can give the 
company some business. Otherwise 
—leave no cards. Cards have a pur- 
pose, and they cost the company 
real money. 

There are very definite techniques 
in the development and ultimate de- 
sign and format of business cards. 
The steel company wants its card 
to carry an impression of strength 
and solidity. Heavy, stodgy typog- 
raphy or design might carry the im- 
pression of weight and coldness, so 
these companies, by some sort of 
instinct or intuition, manage to se- 


Design on Business Cards 


The problem of design on business 
cards is unique for two reasons, accord- 
ing to Neil Doherty, general sales man- 
ager, Relief Printing Corp., Boston. First, 
the size of the card is exceedingly small, 
judged by other forms of printed matter. 
Second, the modern business card is 
expected to do a multi-purpose job. 

Color is frequently used on modern 
cards as a solution to many of the prob- 
lems coincident to its several functions. 
For example, a trademark shown in 
color—particularly if it is a duplicate of 
the trademark reproduced in other media 
—will put across information that would 
require extensive use of type. 

But while large advertisers make rou- 
tine use of color, the more limited budg- 
ets of smaller advertisers have placed 
the greater emphasis on new treatments 
for obtaining impact in black and white. 
As a result, one can find cards that are 
modeled after a product, cards that are 
die cut, folded, run on Fiberglas, metal 

-on just anything that will hold ink. 

The standard business card printed on 
one side on a good quality rag stock 
continues to be the most popular, ac- 
cording to Mr. Doherty. Ad managers 
have found that an effectively designed 
standard business card can serve as an 
extension of the general advertising pro- 
gram. 

As a result, says Mr. Doherty, more 
and more thought is being given to the 
design of business cards within the ad- 
vertising and sales promotion depart- 
ments of companies both large and 


lect clean-cut sharp type faces with 
no excessive weight but a feeling of 
graceful power. 


>This combination of elements 
seems to govern the designing of 
most business cards: 

1. Company name together 
pertinent subsidiary data. 

2. Individual’s name together with 
title or specific function. 

3. Product or service. These are 
combined as tersely as possible, and 
very often the company name is 
worded to indicate with great clar- 
ity the product and service. 


with 


Having determined the sales ob- 
jective, the company in the throes 
of business card design must choose 
the “impress” of its card. Shall it be 
the simple, straight-forward plain 
print or letterpress card? Plateless 
engraving or themography? Real 
engraving on steel or copper? Off- 
set lithography for a basic design 
with plain print or thermographic 
details of names and other data? 
Gravure? Many of today’s carefully 
designed cards are a combination of 
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processes, and the results are graph- 
ically interesting and attractive. 

The format of an effective busi- 
ness card revolves around a few 
simple elements: 


1. Who is most prominently repre- 
sented, the company or the individ- 
ual? 

2. Location of company home or its 
branch office or plant. 

3. Specific title, department or func- 
tion of representative. 

4. Product or service according to 
company’s requirement. 

5. Trade marks, advertising or pro- 
motional tie-ins, though these are 
usually matters of company prefer- 
ence, convenience or other consid- 
eration. 

These are all items of information 
which a card must bear. Of the five 
mentioned, the first two are logically 
indispensable. 


>How big should a business card 
be? The answer parallels Lincoln’s 
classical reply as to the length of 
legs—long enough to reach the 
ground. The card should provide 
adequate space for the information 
it supplies. It is a widely accepted 
criterion that a man’s business card 
should be big enough to give his 
prospect quick information, yet not 
so big as to be a noticeable bulge in 
his attire. Just as the well-groomed 
man avoids glittering pencils or pens 
protruding from his clothing, so his 
card-case and its supply of cards 
must be convenient and unobtru- 
sive. 

This still leaves a wide margin of 
choice as to size, but the vast pref- 
erence today is for the standard 
“No. 6” card, which is approximate- 
ly 2x3”. 

The question of printing process 
is entirely a matter of personal pref- 
erence and taste. Some men would 
hate to be caught dead with any- 
thing less than a chastely engraved 
card. This calls for either a steel die 
or an etched copper plate. This is 
the first item of expense, and the 
actual printing from such dies or 
plates is relatively slow and costly. 

On the other hand there is the 
old-school financier who revels in 
the thought of his superbly printed 
cards with their elegant typography, 
meticulously hand set, and their 
clean presswork which just “kissed” 
the stock with a beautifully uniform 
black. They cost, if anything, a bit 
more than engraved cards. But they 
are elegant and effective. 


>The advent of high speed offset 
lithography has made possible some 
very interesting combination effects. 
Some such cards are produced in 
quantity. They present a basic de- 
sign, usually in color. Then, as 
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You pay attention to 100% rag paper when 
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Reminiscent of Barnum circus poster, old time busi- 


ness cards were so involved with intricacy of color designs there was little room left for 


name of salesman, product or company 


needed, the data as to company, 
representative, etc., is either en- 
graved, plain printed or thermo- 
graphed on the face of the offset 
card. These cards are often quite 
effective and relatively inexpensive. 

Gravure cards are used to some 
extent in Europe, where gravure 
costs are somewhat lower than in 
the U.S. 

As a matter of convenience many 
firms print up a number of cards 
with no names or titles on them. 
These are generally regarded as 
emergency measures, especially if 
the card printing plant is not lo- 
cated in the immediate vicinity. 
These cards are locally imprinted in 
a small quantity to tide over a new 
employe, or to replenish temporar- 
ily the card supply of an older 
employe. 

Business card usage is decidedly 
on the increase. It is no longer the 
casual, whimsical activity that so 
often characterized the gay nineties 
and the period immediately preced- 
ing. Because they are really neces- 
sary, they are accorded more and 
more serious consideration. 

Business needs business cards. 
And business cards are a_ busi- 
ness. 44 


Appleton Offers Samples 
Of Two-Color Papers 
Samples of two-color Woodbine 
Duplex Enamel coated paper are 
available from the Appleton Coated 
Paper Co., Appleton, Wis. 
The company suggests it for use 
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with odd folds, diagonal trims, and 
die-cuts—for mailings sent any sea- 
son—and for both consumer and in- 
dustrial products. 

Announcing a new tan and lime 
combination, Appleton says Wood- 
bine Duplex Enamel comes in many 
different color combinations. 


For your copy circle No. 105 on the 
Readers’ Service Card inside back cover 


Ingenious Booklet Tells 
Strathmore Paper Story 


A booklet featuring an ingenious 
use of a spread diagram and cut 
pages is available to admen from the 
Strathmore Paper Co., West Spring- 
field, Mass. 

Entitled, “Quality Papermaking- 
the Strathmore Way,” the booklet’s 
front and back cover consists of a 


doublespread picture of a Strath- 
more machine with illustrations of 
Strathmore’s four mills on the inside 
covers and facing pages. 

The two center pages feature a 


spread at the top of the page dia- 
gramming the paper-making process 
from the raw materials being 
brought into the factory to the final 
wrapping of the finished product. 
Under the diagram, an insert of 12 
cut pages of pictures tie-in with the 
“start-to-finish” diagram. 

Profusely illustrated throughout, 
the front part of the Strathmore 
booklet describes raw materials, 
while the back part of the booklet 
is devoted to finishing methods, sell- 
ing and distribution. 


For your copy circle No. 106 on the 
Readers’ Service Card inside back cover 


1955 Putman Awards 
Book Now Available 


Qualified advertising managers, 
sales managers and agency execu- 
tives connected with industrial ad- 
vertising are being offered copies of 
the 1955 Putman Awards Book. 

Presenting the “Top Ten” winners 
of the 1955 Putman awards, the 52- 
page book gives a concrete picture of 
how these 10 winning companies 
demonstrated the effectiveness of 
their advertising in selling their 
products or services to industry. 

Qualified admen can obtain single 
copies without charge by writing to 
“Putman Awards, Putman Publish- 
ing Co., 111 E. Delaware PIl., Chi- 
cago. Additional copies will be sold 
at $3 each. 44 


Special Calendar Aids 
Trade Promotion Planning 


A new trade promotion planning 
calendar has been prepared by the 
U. S. Chamber of Commerce Domes- 
tic Distribution Department for use 
in conjunction with the annual pub- 
lication, “Special Days, Weeks and 
Months—1956.” 

The calendar has an 8x10” page 
boxed off for the dates of each 
month. On the back of each is a list 
of special days and weeks to be ob- 
served during the month. The cal- 
endar and the companion booklet 
sell for 50¢ each from the U. S. 
Chamber of Commerce, Domestic 
Distribution Department, Washing- 
ton 6, D. C. 44 


Some Work, Others “Nap” 
Their Way to The Top! 


Hints on “how to get ahead with- 
out working” might include total in- 
difference plus an ability to sleep 
through anything, if the success of 
“Lazy Bones” with the Norton Co., 
Worcester, Mass., denotes a trend. 

“Lazy Bones,” a strange cat, wan- 
dered into Norton’s publicity depart- 





Sleeping Beauty . . . Front page of Norton 
Co. bulletin to sales organization used 
picture of strange cat, who slept on office 
table during catalog production 


ment one hot afternoon last summer, 
surveyed the situation, 
nored it! 

With mixed emotions the staff— 
hard at work on a catalog for its out- 
side sales organization, “A Handbook 
on Boron Carbide and Elemental 
Boron’’—watched its visitor climb up 
to the “top of the heap” and go to 
sleep on it! 

Filled with 


character, 


and ig- 


admiration for any 
even a cat, who could 
sleep while a book was being put 
out, Norton’s staff decided to use a 
photograph of the sleeping cat to 
illustrate a sales bulletin to go with 
each copy of the new handbook. 44 


Folder by Scriptomatic 
Describes New Model 


Admen can obtain information on 
its Model No. 101 addressing machine 
in a folder offered by Scriptomatic 
Inc., Philadelphia. 

The company says the unit is an 
intermediate size with maximum 
flexibility, in that medium size list 
users can gain all the advantages 
of a card master. In addition, com- 
plex lists can be handled on punched 
card masters, and where costs must 
be reduced a simple paper master 
may be used. 

According to the company, fea- 
tures of the new model include: 

e The handling of any type of mate- 
rial up to %” thick. 

e High-speed electric 
rapid hand feeding. 

e High-quality reproductions. 

e Table construction that permits 
attachment of a tape feeding device. 

The folder on Model No. 101 lists 
the price at $4,400. 


For your 
Readers 


clutch for 


copy circle No. 10 on the 


Service Car inside back cover 





Prominent Users of Strathmore Letterhead Papers: No. 121 of a Series 


The design of the new 

red, white, and gold 

Philip Morris package 

was decided upon only after 
evrhaustive consumer 


and market tests. 


oO? 
2PM 


PHILIP MORRIS 


ob fe 


No change 


in Quality! 


While preserving quality and tradition a good 
reputation can frequently be enhanced by adding a modern ap- 
proach. The new Philip Morris letterhead, for example, continues 
to appear on a Strathmore Paper to retain the dignity of the past 
in its simple and contemporary design. Consider your own letter- 
head. Does it convey your company’s reputation in a modern man- 
ner? Has it the expressiveness inherent in Strathmore quality? Let 
your supplier help you make the wise change-over to a more up-to- 
date letterhead design on Strathmore paper! 


Philip Morris Incorporated, long one of the leading 
cigarette manufacturers (Philip Morris, Parliament, and Marl- 
boro), recently adopted a new design for its Philip Morris package. 
Developed coincident to an improvement in tobacco blend, the new 
package was created to appeal to modern design tastes and mer- 
chandising techniques, as was the radically changed Mar!boro 
package introduced about a year ago. 


STRATHMORE LETTERHEAD PAPERS: 
THISTLEMARK BOND 
STRATHMORE BOND 


STRATHMORE PARCHMENT 
ALEXANDRA BRILLIANT. BAY PATH BOND 
ENVELOPES TO MATCH CONVERTED BY OLD 


STRATHMORE S( 
STRATHMORE WRITIN 
OLONY ENVELOPE C¢ 


RIPT 


STRATHMORE THIN PAPERS: STRATHMORE PAR 
ONION SKIN, STRATHMORE BOND AIR MAIL 


HMENT ONION SKIN 
STRATHMORE 


STRATHMORE BONI 
TRANSMASTER 


f NT 
BOND 


STRATHMORE 


Makers of Fine Papers 


STRATHMORE PAPER COMPANY. WEST SPRINGFIELD. MASSACHUSETTS 
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750 type = and the skill to make them work for you. 
This large and varied type style selection 
is a perfect tool in the hands of : 
Monsen’s typographic craftsmen—your insurance a 
: : hicago 11 
against make-do, a guarantee of exactly the 1 1 ] 22 Fast Illinois Street 
; yr ; se yr ; 99 yr soe 
right typographic “voice” for your message. Los Angeles-15 
7 ; H ibook : 928 Figueroa Street 
Monsen’s Typographic Handibook ea 
a ' Washington 1 
shows them all. To obtain it, just send us a card. 509 F Street, N.W. 
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advertising typography 


In this article, second of a series, the 


author cites the use of photo-typography 


and the importance of the Venus family. 


by A. Raymond Hopper 


The most significant typographic 
trend today manages to do without 
conventionally cast type entirely. In 
times gone by, type was cast in 
metal from matrices produced by 
marvelous skill and intricate pre- 
cision processes. The men who mas- 
ter-minded the work knew how to 
meet the difficult demands of “fit- 
ting” which, in those ancient times, 
at least a dozen or more years ago, 
really meant something. 

Those same men sometimes even 
possessed a profound knowledge of 
sound letter form and often had an 
artistic taste and self-restraint, such 
as that which caused one capable 
commentator to say of Fred Goudy, 
“He never did anything to hurt ty- 
pography.” 

Of course, not all of the oldsters 
were like that. As I have often 
pointed out, the woods have been 
full of quaint talents. There have 
been Bodonis galore that drew their 
traits from their rivals, the Didots. 
Yet the result was sound type design. 


>There’s Caslon, so little different 
from its despised predecessors that 
as astute a critic as Updike could 
rave over the type used in a certain 
literary work because he deemed it a 


prime example of the London gun- 
stock chaser’s art. Many years later 
it was discovered that the type in 
question was really the work of a 
Dutch designer. A Garamond, made 
by Jannon a bit less than a century 
after Garamond had died, has far 
surpassed in long-enduring popular- 
ity anything the original Claude ever 
knew or dreamed of. 

But the world moves on! Now the 
critically skilful process of cutting 
and casting type is being taken over 
by various applications of photog- 
raphy. It really is only an extension 
of the art of hand lettering, but its 
very ease of production tempts it to 
include in its offerings letter designs 
that never could have wriggled their 
way into the revolving door of a real 
type designer’s sanctum. 

I have no quarrel with real prog- 
ress, and much of the hand lettering 
of eminent artists, even the modern 
“photo lettering” of lesser ones, is 
commendably beautiful. But too 
much of it is only a ravishment of 
some good type, corrupted and de- 
bauched just enough to support a 
specious claim to “originality.” 


> What’s come over the advertising 
world? Are we back in the post- 
Civil War era of jig-saw carpentry? 
“Type is meant to be read” seems to 


be a heresy to modern ears. It’s really 
up to you, my dear specifying read- 
ers. What you demand, be sure you'll 
get. And what you'll accept is prob- 
ably just what you deserve. If you 
take the dregs, that’s too bad for 
typography, and debased typog- 
raphy, you'll find, helps to boost the 
costs of advertising effectiveness. 

To get back to present-day type 
use. Since my last report (see 
“Trends in Advertising Typography,” 
pg. 75, December 1955 AR) I have 
scanned the choice of type faces used 
for advertising display for the last 
five months of 1955 in more than 
4,000 full-page advertisements in 
four categories of publications: gen- 
eral-interest weeklies, women’s mag- 
azines, home and garden “bibles,” 
and business and advertising week- 
lies. 

Taking, at first, the four thousand 
plus pages as a whole, hand-lettered 
and photo-lettered types of all de- 
scriptions accounted for 23.3%. In 
the general-interest weeklies, wom- 
en’s publications, and home month- 
lies, they led the parade. In the busi- 
ness magazines alone did they score 
only third place, after the sans serifs 
and gothics. 


> Several features in the survey were 
significant, but only one type trend 
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Nothing does #t lke Seven-Up / 


Old fashioned golden shortcake 


Type Trends . 
Hopper 


Expert A. Raymond 
notes a couple of outstanding 
trends in national advertising typography. 
Many advertisers are making increasing 
use of photographic methods of typeset- 
ting, as evidenced by display types in the 
random sampling of recent ads shown 
above. The lower panel shows evidence 
of another trend: the extensive use of 


sans-serif types — particularly 
Bauer’s Venus 


‘wide’ 


is evident. That is the interest shown 
in Bauer’s Venus family. 

In one general weekly, all other 
sans serifs and gothics ran neck-and- 
neck (15.4% and 15.7%), while the 
Venuses alone appeared in 10.5%. 
Another such publication had 9% in 
some Venus, 23% in all other sans 
serifs, and 15.5% in gothics. The 
business papers stuck closer to the 
other sans serifs (25% and 16.5%) 
and the gothics (17.5% and 27%), 
with only 13.4% and 10% in some 
Venus. But that’s a strong showing 
for a single face, against all com- 
petitive faces of the same group. 

A leading home magazine had 
12.57 of its full-page advertisements 
in gothics and 14.5% in sans serifs 
other than Venus, but 17.5% in the 
Venuses alone! And women’s publi- 
cations used the Venuses, one for 
13°, of the full pages but only 13.5% 
for other sans serifs and 10.5% for 


The case 
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\cts twice as fast as aspirin 


the gothics; while another such mag- 
azine had 18% in the Venuses, 20% 
in all other sans serifs, and a mere 
7° in all gothics. 


> However, while all that shows the 
growing popularity of one form of 
sans serif as against all other types 
of the same group, the dominance of 
the serifless faces as a whole is strik- 
ing. Of the 4,086 pages reviewed, all 
sans serifs accounted for 31% and 
gothics for 16.5%. Square serifs, on 
the other hand, limped along in one 
paper 2.2% of the total, in two others 
appearing but once each, and in an- 
other twice, over the whole 
months. 

Thus, lumping all gothics and sans 
serifs (including the Venuses) and 
the trivial square serifs we can 
credit this one type group alone with 
practically 50% of the whole field. 

Square serif faces, divested of their 
serifs, are scarcely different from 
sans serifs. Cut the spurs off Girder 
and you have Futura. And sans 
serifs basically are only stylized 
versions of the gothics, a group 
which, 56 years ago, was described 
by an outstanding typographic au- 
thority of his day as “the simplest 
and rudest of all styles.” 


five 


>Perhaps that explains somewhat 
the dearth, in typographic literature, 
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of information on how to use the 
gothics most effectively. But since 
the advertising field actually is using 
them so preponderatingly, and often 
for artistic effects they were never 
intended to afford, it might be profit- 
able to give their usage a little more 
considered thought than it is getting 
now. 

Originally, gothics were preferred 
by advertisers and book publishers 
because they stood out, even when 
themselves very light, from the 
forms of roman types then available. 
Printers preferred them because 
of their great durability; there were 
“no serifs to be bruised, and no hair- 
line to be gapped” — an explanation 
from the day when practically all 
type was foundry cast and the com- 
positor’s tweezers often played havoc 
with delicate and expensive lead 
faces. 

As type design, the gothics them- 
selves, usually being monotones, 
almost always, and particularly in 
the bolder forms, have too little in- 
terior white space to deal kindly 
with cross strokes, as in the E, A, F, 
S, a, e, s. When the sizes used are 
small, filling in is a constant hazard, 
and since more careful attention is 
required of the reader, legibility is 
proportionately reduced. 


>The stylizing of the newer sans 
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serifs has done something to com- 
pensate by thinning the cross strokes, 
but this generally degrades the de- 
sign of the lower case letters, at 
least. The stylized forms themselves 
raise other difficulties, as, for exam- 
ple, that of distinguishing quickly the 
difference between a lower case a 
and o. 

One important thing the careful 
user could do to improve gothic caps, 
when used together for a word or 
more, is to see that the letters are 
spaced optically evenly, and this 
especially when such square letters 
as E, H, I, M, N, U, and Z come to- 
gether. 

Let’s get back to the survey. Clas- 
sical romans and their italics broke 
down into very definite groups. Bo- 
donis ran 12% and 16% in two wom- 
en’s magazines, 9% in a home 
monthly, 7.5% and 8.8% in the gen- 
eral-interest weeklies, and 6.8% and 
9.3% in the business and advertising 
weeklies. 


>I found especially interesting the 
loyalty specifiers continued to show 
to the Centuries (Expanded, School- 
book, and Bold, with their italics). 
Two women’s publications ran 12.3% 
and 7.7° (quite a disparity!); gen- 
eral papers 11.2% and 10.3%; busi- 
ness and advertising weeklies 8.9% 
and 7.7°%; and home magazines 4.9%. 

Garamonds, Caslons, Baskervilles, 
Cheltenhams were perceptible, but 
not significant except for their scar- 
city. Of these, curiously enough, Cas- 
lons did best, with 81 appearances 
out of over 4,000 pages, while Gara- 
monds showed only 46 times and 
Cheltenhams 41 times. But the old 
favorites still have friends. Even 
Roycroft, ATF’s champion seller 
back in the days when the 20th Cen- 
tury was a baby (Lewis Buddy III 
designed it in seven or eight hours), 
seven times peeked out of the nearly 
one thousand page advertisements of 
one monthly, but I saw it only once 
anywhere else. 

Several things that came to light 
in this five-month survey may bear 
watching. One was the tendency to- 
ward blown-up types. They probably 
were not “real” type, because an en- 
graving of from six- to twelve-pica 
letters weighs considerably less and 
is easier to handle than a hunk of 
solid type metal that large, but the 
reader effect is just the same. 


> Here’s a cover title in Venus Ext. 
Bld. blown up to what would be, 
in type, about 120 pt.—a two-page 
advertisement heading (one word in 
caps) up to what would be about 
144 pt., actually nine picas high on 
the face of the caps—a two-page 
Franklin Gothic Ext. Cond. head up 
to over ten picas high on the face 
of the caps, though the actual type 





At Your Fingertips... 
for Instant Reference! 


This handsome binder holds a full year’s 
file of ADVERTISING REQUIREMENTS 
@ To solve the problem of lost, strayed or stolen copies, 
we've just arranged for a limited supply of handy 


binders. Each holds a complete year’s file (12 issues) 
of AR. 


e Takes but a few seconds to insert or remove any of 
the issues. 


e The binder opens flat as a ruler to any page of any 
issue—you can work with it easily on your desk. 


@ Sturdy? Well, it’s reinforced throughout with steel— 
and the supple wire inserts that retain each copy will 
last just about forever! 


Has a rich-looking forest green Levant-grain simulated 
leather cover with the words “Advertising Require- 
ments” stamped in gold on the backbone. 


Better order now while the supply lasts. 


Use this handy coupon. 


ADVERTISING REQUIREMENTS 
200 E. Illinois St., Chicago 


Please send me AR Binders. | am enclosing payment figured at $3.50 for each, 
including all postage and handling charges. 


My Name 
Company 


Street 











J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago | 
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covers 173 
ATF Type 
Faces and 
1,246 
Ornaments 
and 
Accessories 


NEW 


This 180-page book shows you the 
type which can add sparkle and inter- 
est to your layout, save expensive hand 
lettering costs...obtain unusual effects. 
Send $5 by check or money order for 


your copy to: 
(ay 


Type faces shown are: Dom Casual; 
Gothic Condensed No. 529; 
Spartan Heavy; Bulmer. 
. - for more details circle 157, page 129 


AMERICAN 
TYPE FOUNDERS 
200 Elmora Avenue 

Elizabeth, New Jersey 


ADVERTISING 
REQUIREMENTS 

FOR 

ADVERTISING RESULTS 


Ho it yourself with 


. . + the only paper type 
mounted on a compact wood- 
en type holder for easy use. 
SET EVERYTHING 


Anyone can set headlines and body 
—_ for ads, printed pieces of all 
inds. 


QUICKER, EASIER 


Aligns automatically to straight 
edge, tabs overlap allowing special 
spacing for special letter combina- 
tion; no opaquing between letters 
required. 


COSTS LESS 


Each stick contains up to 62 differ- 
ent characters in pads of 50 each— 
3000 characters in all. 


COMPLETE FONTS 
$2.25 to $11.25 


| WRITE FOR 
CATALOG Showing 
130 Type Faces 


PRESTO PROCESS CO. rochester, N.Y. 
. . for more details circle 244, page 129 


72 ¢* ar « March 1956 


is not cast, I believe, larger than 
eight picas high (120-pt. body). 

In another publication, this same 
item was up to more than thirteen 
picas on the capitals. In both cases, 
an apostrophe was set two or three 
picas above the tops of the caps, a 
typographic anomaly I don’t suppose 
any one noticed or cared about. 

Again, I saw Venus caps blown up 
to 12 picas high—an imitation Cop- 
perplate Gothic in caps 5% picas 
high, though ATF’s “real” Copper- 
plate comes no higher than about 21 
points—pseudo Stencil ten picas high, 
though “real” Stencil, on 60-pt. body, 
runs only 4% picas. Also, the “pseu- 
do” is on a sans serif body, instead 
of the “genuine’s” oldstyle roman, 
but who do you suppose would ever 
catch that? 


> Another oddity was a page adver- 
tisement all in Caslon Italic — 213 
words of text matter—and it was 
beautifully done and readable. Who 
said Caslon was dead! 

I’m not sure whether mixed up 
mentalities are to be assumed from 
the typographic olios that are all too 
common. For instance, a single two- 
page advertisement mingles and 
mangles Franklin Gothic Cond., Bal- 
loon Extra Bold, Alternate Gothic 
#1, Venus Extrabold Extended, Bo- 
doni Bold Italic caps, 20th Century 
Extrabold Cond., 20th Century UlI- 
trabold, Heavy Copperplate Gothic 
Extended. 

Quite an eyeful of faces, and a 
bigger mouthful of words to name 
them! Yet, for years and years we’ve 
been adjured to “keep it simple” and 
“stick to one or two faces or a single 
family.” 


>I was strongly impressed by the 
poverty of selections of type faces in 
individual issues of some magazines. 
With well over fifteen hundred types 
to choose from and God knows how 
many hand-letter specimens, one 
publication had only eleven types 
represented in each of two issues, 
and eight in a third. Another had 
only eight in each of three issues. 

This was true also of all the pub- 
lications reviewed. Since many of 
those selections appeared only once 
or twice in a given magazine, ob- 
viously there was little evidence of 
their designers’ typographic origi- 
nality. 

At the other extreme was a mod- 
ern roman with artificial erosion 
along its edges to give an old, old 
style effect, as, though with more re- 
straint, in Caslon Antique—an ex- 
ample of uselessly working too hard 
to get what could be better achieved 
more easily by a little more imagina- 
tion and wiser type selection. 


>Evidently, some specifiers had 


leanings that way, too. Lydian, For- 
tune, Craw Clarendon, Times Ro- 
man, Eusebius, Hidalgo, Dom Casual 
and Bold, Weiss, Flash, Bernhard 
Modern Roman, Brody, Cooper 
Black, Hellenic; Nicholas Cochin, 
Corvinus, Bookman, Deepdene, Bar- 
num, Tango—all of these were found, 
it is true, but with such pitiful in- 
frequency as to reveal someone’s 
incompetence or mental inertia. 

A hint in the same direction was 
the frequent case of mixing up 
Venus with other sans serifs without 
any discrimination or appreciation 
of their esthetic incompatability. 
Kabel and Futura used to be teamed 
the same way (and often still are) 
by those whose type sensibilities 
were dull. 

Here’s another example of some- 
one’s typographic binge—an adver- 
tisement, all in one page, believe it or 
not, including Gothic caps, Venus, 
Hand Letter, Sans Serif caps with 
News Gothic lower case body size, 
and Caledonia text type! 


> Well, not everybody cocktails his 
drinks so eclectically. A whole series 
of half-page advertisements ran in 
Nicholas Cochin exclusively—includ- 
ing 186 words of 12-pt. text. And 
that’s a mighty small letter! 
Excellent things are being done in 
typographic history today, but they 
are, too sadly, in the minority. Too 
much of the majority shows a woe- 
ful lack of elementary type knowl- 
edge and skill, if not sheer “don’t 
give a damn.” I’ve talked with many 
production managers and found that 
they themselves recognize and admit 
their own deficiencies. But their daily 
grist must be ground, though the 
heavens fall! 44 


Floor-Model Typro . . . Manufactured by 
Halber Corp., Chicago, the new Typro 
photo lettering machine has a cabinet 
base with built-in darkroom and storage. 
For further details, circle No. 101 on 
Readers’ Service card inside back cover. 





FREE — AND AT NO OBLIGATION TO YOU! It takes a 30-page booklet to describe ALL of the services that we offer you. Write for a copy now. 


PROGRESS 
HANSON 


PROGRESSIVE 
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wy 


a three-company team, under one-company management, 
that will show you what teamwork really is. . . 


Team effort in meeting your Wanted Date... 
team interest in promoting the excellence of each 
phase of your job. These are among the advan- 
tages of sending your layouts, copy, and cuts 
to the Progress-Hanson-Progressive Group: 
the three-company team, under one-company 
management, that dovetails your typography, 
electrotypes, plates, and mats... day and night! 


PROGRESS HANSON 3 PROGRESSIVE 
PLATE MAKING COMPANY ELECTROTYPE COMPANY 


923 Filbert Street, Phila. 7 Sth & Sansom Streets, Phila. 7 
WAInut 2-0447 WAInut 2-5567 


COMPOSITION COMPANY 


9th & Sansom Streets, Phila. 7 
WAInut 2-2711 


NEW YORK phone: MUrray Hill 2-1723 ¢ WILMINGTON phone: Wilmington 5-6047 ¢ BALTIMORE phone: SAratoga 7-5302 ¢ WASHINGTON phone: EXecutive 3-7444 
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Newsworthy Ads 
newspaper advertising may have been 
started by National Oats with the placing 
of two separate ads on the same page. 


. Something new in 


Promotes Two Products 
On One Newspaper Page 


With the scheduling of two sepa- 
rate ads on the same page in a home- 
town paper, National Oats, Cedar 


Rapids, Ia., may have started another 
newspaper advertising innovation. 

Promoting two separate food prod- 
ucts—3-Minute Oats and 3-Minute 
Popcorn—the two quarter-page (2 
columns full) ads from the same 
company are placed on opposite sides 
of the same page. 

Using related formats for maxi- 
mum punch, the Oats ad and the Pop 
Corn ad are tied together by similar 
illustration technique, units in copy 
theming, and identical 3-Minute 
trademarks on all packages. 44 


Visual Guide Is Aid 
In Typography Selection 


For easier selection of the proper 
choice of rules, size of bullets, as- 
terisks and stars, Advertising Agen- 
cies’ Service Co. Inc., New York, 
offers a visual guide called the “Se- 
lectometer.” 

A thin, transparent sheet of photo- 
graphic film, 5x7” in size, the “Se- 
lectometer” shows as many as 15 
sizes and weights of bullets, rules, 
stars and asterisks. The sheet can be 
placed directly on a layout or speci- 
men of type for instant, accurate 
selection of weights and sizes. 

“Selectometer” can be obtained by 
sending a request on company letter- 
head to Advertising Agencies’ Serv- 


Excellence of typography is readily 
reflected in the impression that ads and 
printed material make on readers. 

As specialists in advertising type, 
Service Typographers, are proving this 
daily through their knowledge and expe- 
rience of what makes good typography. 
Call Service for your next assignment and 
entrust to them the heart of your printed 


matter . 


.. the type. 


{ SERVICE typographers, inc. 


where typesetting is stil! an art 
, 723 SOUTH WELLS STREET CHICAGO 7, ILLINOIS 
Phone HArrison 7-8560 
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ice Co. Inc., 216 East 45th St., New 
York. 44 


Intertype Corp. Adds 


To Its Futura Family 


Futura Extrabold and Futura Ex- 
trabold Oblique have been added to 
the Futura family by Intertype Corp. 
and are available beginning Jan. 1 
of this year. 


it’s NEW! Intertype 
FUTURA EXTRABOLD 


Now available are 12, 14, 18 and 24 
pt. sizes of Futura Extrabold du- 
plexed with Futura Extrabold 
Oblique. Single letter matrices of 
Futura Extrabold are available in 
18 and 24 pt. Other sizes will be 
available later in 1956, according to 
Intertype. 

Additional information and type 
showings are available. 


For your copy circle No. 122 on the 
Readers’ Service Card inside back cover 


Fototype Folder Describes 


Three New Developments 


A folder describing three new de- 
velopments of its service is available 
to admen from Fototype, Chicago. 

An example of Fototype in use, 
the folder displays eight new type 
styles now available and describes a 
fast-drying, white opaque paint 
called “Snopake.” 

In addition, for admen who occa- 
sionally use a particular type style, 
Fototype offers its “Fototypettes”, a 
service which enables the buyer to 
purchase just what he needs for the 
specific job rather than a complete 
tray. Prices on “Fototypettes” range 
from $1.75 for caps and figures to 
$2.75 for complete sets of caps and 
lower case. 

A complete price list is also in- 
cluded in the folder. 


For your copy circle No. 123 on the 
Readers’ Service Card inside back cover 


London Sunday Times 
Wins Design Award 


Judged on the basis of typographi- 
cal treatment accorded news matter, 
the Sunday Times of London was 
named winner of the Second Annual 
Award for Newspaper Design. 

The British equivalent of the Ayer 
Award in the United States, the 
AAND winner’s plaque was fur- 
nished by Linotype & Machinery 
Ltd., British affiliate of the Mergen- 
thaler Linotype Co., New York. 

The “Printing World,’ a United 
Kingdom trade journal, sponsored 
the contest. 44 





New Dress . . 
Birthday’’ jingle on tv for fall promotion 


os 


. a rough of one of 18 storyboards used by Motorola in first use of ‘‘Happy 


NEW DRESS 


for an old favorite 


By Bert Enos 
AR Managing Editor 


Looking for a new gimmick for 
radio or tv use? 

Perhaps you don’t have to look 
very far. It’s just possible you can 
dust off something you've had 
around for a long time, give it a new 
dress and use it for all it’s worth. 

That’s what Motorola Inc., Chi- 


cago, did when the company decided 


on a series of tv commercials for its 
fall 1955 promotion. 

For some five years now, radio 
listeners have heard the Motorola 
“Happy Birthday” jingle. The com- 


pany has used it almost consistently 


wherever there is audio as signature 
identification. 

Motorola likes its “Happy Birth- 
day” jingle. The company feels that 
it ties in with everybody’s birthday 


You don’t always have to find 


something new and different. Mo- 
torola came up with a series of tv 
commercials built around a jingle 


that has served the company well 


for several years 


and there are thousands of birth- 
days every day. 


> When people get together and sing 
“Happy Birthday to you, etc.,” they 
are reminded of “Motorola for you, 
etc.,” and at many a party there’s a 
jokester who makes it a point to sing 
the Motorola version while others 
are singing the conventional birth- 
day song. 

One of the favorite stories at Mo- 
torola concerns the consternation of 
the president of the friendly rival 
Hallicrafters Co., Chicago, when he 
observed his five-year-old son stroll- 
ing around the block lustily singing 
“Motorola tv!” 

It was Motorola’s agency, Leo 
Burnett Co. Inc., Chicago, which 
suggested the birthday jingle be 
given a new dress when the company 
was looking for a gimmick for its 
fall 1955 promotion. 


>The basic idea was to widen the 
scope of the jingle with animation, 
using cartoon-like amusing charac- 
ters, both people and animals, along 
with strong product pictures and, of 
course, an announcer’s voice and a 
choral group for the jingle. 

As a first step, roughs of 18 pro- 
posed storyboards were drawn up in 
Burnett’s Chicago office and sub- 
mitted to Motorola for the com- 
pany’s approval. 

The storyboards were designed foi 
20-second and 60-second spots and 
each included these basic features: 

e A lively cartoon-like figure—a lit- 
tle man, chickens, seals, mice, etc. 

e At least one strong product pic- 
ture—a Motorola tv set, home and 
clock radios, or high fidelity equip- 
ment. 

e A specific product feature 

e Announcer’s voice 


Choral group singing the jingle 
The Motorola logo. 


Radio & TV Production 





For example, a typical storyboard 
showed a funny little man gayly 
walking towards a tv department. 
He spies a tv set, starts running 
towards it on the double, and then 
bends down and runs all around the 
set presumably looking for the tun- 
ing knobs. 

Then comes a shot of an actual 
room scene, including a 1956 Motor- 
ola tv and a pretty girl directly fac- 
ing the camera. Voice says, “Little 
man, no more bending down. Little 
man, no more reaching down. No, 
sir! You get right up front tuning 
with the fine new Motorola for 1956.” 

The commercial ends with the 
“Motorola tv” jingle and the Motor- 
ola logo. 


> Once the roughs of the storyboards 
were approved, Robert Van Brundt, 
Motorola ad manager, took off for 
Hollywood, where the series was to 
be produced. He was accompanied 
by Glan Heisch of Burnett’s Chicago 
office and the two men, with Gordon 
Minter of Burnett’s Los Angeles of- 
fice, supervised the myriad produc- 
tion details involved in the com- 
pleted job. 

The various elements that made up 
the completed commercials were 
produced independently of one an- 
other, with each group involved 
working from photostats of the 
storyboards provided by Burnett. 

Working through Bill Bates, an 
independent musical contractor in 
Hollywood, an announcer and choral 
group were selected and these voices 
were recorded by Ray Patin Produc- 
tions, Hollywood. 

At the same time, animation was 
being worked up—also by Ray Patin 
Productions—while live action was 
being put on film at Mercury Inter- 
national, Hollywood. Product pic- 
tures used in the final commercials 
were provided by Motorola itself. 


> When the various elements of a 
commercial were each completed, 
they were synchronized by Ray 
Patin Productions, and Motorola was 
ready to roll with its promotion 
series. Actually, as is the case with 
many such commercials, the first 
few of the series of 18 were being 
viewed on home tv sets while the 
others were still in production. 

The whole job took about 90 days 
—about the same length of time used 
for the fall promotion, which started 
in October and ran through Christ- 
mas. 

The fall promotion, which was re- 
leased through 156 outlets, repre- 
sents the widest tv use ever given by 
Motorola to its jingle. In addition to 
home viewing through the regular 
channels, arrangements were also 
provided whereby dealers could buy 
the commercials at a nominal price 
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for local use and with their own sig- 
natures. 

Although no immediate plans for 
future use of the jingle on tv are in 
the offing, company officials are pret- 
ty sure the series will be used again. 

Motorola likes its jingle—especial- 
ly now that it has been given a new 
dress. 44 


1956 Recording Guide 
Available to Admen 


A detailed outline of recording 
studio practices, procedures and 
costs is available in a 12-page record- 
ing guide published by Radio Re- 
corders, Hollywood, Cal. 

Containing all the essential infor- 
mation required for the planning of a 
recording session in a studio, home, 
or office, the booklet lists types of 
studio facilities, equipment and serv- 
ice available for general use and also 
discusses alternative recording meth- 
ods to meet individual requirements. 

Procedures involved in both disc 
and tape recording are explained and 
detailed information is given on vari- 
ous ways of processing masters in 
relation to the quantity of pressings 
desired. 

Tape recording information in- 
cludes data on assembly, editing and 
dubbing. “On location” facilities for 
recording conventions, sales meet- 
ings, banquets, etc., are also de- 
scribed. 

With relevant rate and price data 
given in conjunction with the ex- 
planation of the various recording 
steps and method, the Recording 
Guide and Rate Booklet is designed 
to give the user an opportunity to 
plan his recording budget in relation 
to his specific needs. 

The booklet also contains a glos- 
sary of technical recording terms 
supplying basic information about 
recording methods in question-and- 
answer form. 


For your copy circle No. 126 on the 
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“We never run out of adjectives to de- 
scribe a product! Man, make up some.” 
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Kodaslide Projectors Offer 
Automatic Slide Changers 


New versatility is offered in the 
Kodaslide Signet 500 and 300 projec- 
tors with the addition of automatic 
slide changers introduced by the 
Eastman Kodak Co., Rochester, N.Y. 

Offering the convenience of per- 
manent storage and protection for 
slides in compact metal magazines, 
the automatic changer will hold 36 
cardboard slides. According to the 
company, a simple push-pull of the 
changer handle projects the slide, 
stores it, and automatically advances 
the magazine to the next slide. 

Adapters which permit conversion 
of its Signet single-slide changer 
projector models to automatic change 
or of the automatic to single-slide 
operation are also offered. 

Prices for the automatic changer 
models range from $69.50 for the 
Kodaslide Signet 300 Projector, Mod- 
el A, with 5-inch f/3.5 lens to $89.50 
for the 500 Projector, Model 1, with 
5-inch f/2.8 lens. 44 


Individual Watermarks 
Available at Low Cost 


A high-speed, low-cost process of 
watermarking any name, design or 
trade mark on a dry sheet of paper— 
either before or after it has been 
printed—is available through print- 
ers franchised by Guaranty Paper 
Corp., Cleveland, O. 

Designed to cut the time and 
money involved in the conventional 
methods of paper watermarking, the 
new method can cut costs to less 
than 34¢ per sheet in quantities of 
1,000 and as little as %¢ per sheet 
per M in larger quantities, accord- 
ing to the company. Deliveries can 
be made within a few days of re- 
ceipt of a printer’s order to Guar- 
anty. 

In addition to letterheads, busi- 
ness cards, personal stationery, bill- 
heads, contracts and other business 
forms, Guaranty’s watermarking 
process is available for watermark- 
ing checks. 44 
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[the Publicity Club of Los Angeles 


PR Men Adopt Typewriter . . . Looking 
for an appropriate symbol to represent 
publicity work, Los Angeles Club adopted 
typewriter as club design. 


Simple Symbol 


Publicity Club Adopts 
Typewriter as Symbol 


By Phil Seitz 
AR Los Angeles Correspondent 


When the Publicity Club of Los 
Angeles decided some dramatization 
of its identity was desirable, the de- 
sign of a visual symbol proved to be 
quite a job. 

After various committees failed to 
come up with an acceptable symbol, 
the club voted to sponsor a contest 
at a leading Los Angeles art school 
and offer a substantial cash prize to 
the student designing the symbol 
judged best. 

The contest was held and a prize 
awarded. However, even the winning 
design, resembling Rodin’s “Think- 
er,” still was considered as convey- 
ing little of the “publicity” idea 
desired. 

In attempting to be general, none 
of the designs were felt to have hit 
the mark. Typical was one of a mi- 
crophone. This placed the emphasis 
on broadcasting to the exclusion of 
other media with which publicity 
men work. 


> Publicity as a business, club mem- 
bers decided, was amorphous and 
difficult to pin down. Yet a major 
activity of the club is to obtain rec- 
ognition for the functions of its mem- 
bership. It was believed the symbol 
sought should readily suggest their 
work. 

At this point, Jack Roberts, crea- 
tive director of Carson Roberts Inc., 
and a past president of the Art Di- 
rectors Club of Los Angeles, volun- 
teered to take on the job. The result: 
a typewriter keyboard, which was 
all things to all members, since the 
typewriter is the basic tool of almost 
all publicity people. 

The design was adopted for the 
trophy given each year when awards 
are made for “best” publicity jobs, 


and dubbed the “Keys Award.” To 
make the design authentic, Mr. Rob- 
erts made the award into a placque 
identical with the keyboard of a 
typewriter, with provision for drop- 
ping actual typewriter keys into its 
surface. 

The typewriter motif has been car- 
ried through all printed material. 
The typewriter letters “P” and “C” 
form an insignia now appearing on 
the club’s letterhead and on the cov- 
er of its roster. The membership card 
carries a reproduction of the key- 
board in reverse, as does the parch- 
ment certificate of membership. 44 


Walking Displays Featured 


In Novel Show Promotion 


Using pretty girls to display four- 
color lithography at a recent state- 
wide Products Show, Associated Li- 
thographers Inc., Des Moines, Ia., 
found a promotion idea that in the 
period of a month has paid for itself 
in new business and accounts, ac- 
cording to the company. 

To promote its lithography service, 
the company hired pretty hostesses 
and dressed them in skirts made from 
bookbinders cloth lithographed in 
four colors with an appropriate ad- 
vertising slogan. 

The unusual attire made the girls 
and the company’s service constant 
centers of attention and developed 
a surprising amount of tv and news- 
paper publicity for Associated Li- 
thographers, according to the com- 
pany. 

Since the girls were schooled with 
a short course in litho terminology, 
they were able to convey the idea 
of the company’s competence and 
also generated interest in litho- 
graphed Scotchlite and four-color 
postcard and catalog sheet special- 
ties. 44 


Walking Displays . . . Novel show pro- 
motion for Associated Lithographers, Des 
Moines, consisted of pretty girls dressed 


in lithographed bookbinders 
cloth. 


skirts of 


Report By Leading 
National Advertisers 


First and Only Handbook 
Of Its Kind... $1 


ADVERTISING AGE wrote to 
leading national advertisers 
requesting photographs of 
store pieces that have proved 
themselves to be notably 
effective, together with a 
statement explaining how 
and why the displays came 
into being. 


In this Handbook are re- 
produced 59 displays and 
comments of advertisers 
which the editorial board of 
ADVERTISING AGE believes 
will be of great interest to 
you. 


If you’re looking for fresh 
ideas for your own sales pro- 
motions in the store, you'll 
find this handbook most 
helpful. 


Mail This Coupon Now 
Money-Back Guarantee 


Advertising Age 

200 E. Illinois St., Chicago 
Please send me_____copies of 
POINT OF SALE Report By 
Leading National Advertisers, 
at $1 each (10% off for 5 or 
more). I must be satisfied or 
my money back. 

My Name 

Company 

Street 

City 

State 

[] Payment enclosed 


C) Bill firm Bill me 
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portfolio of money-saving ideas 


FREE! ™ 
* 


BLACK BOX COLLOTYPE STUDIOS 


Learn more about the use of Collotype for all 
your large size short runs of 5000 pieces or less. 
Learn why small and large advertisers alike are 
adopting this economical gelatin printing 
method. Conveniently placed in a handy file 
folder for easy reference are many graphic ex- 
amples of how Collotype screenless printing 
can be best used to give you topmost quality 
and still save you money! 


Telephone: AVenue 3-0262 


BLACK BOX COLLOTYPE STUDIOS, INC. 


* Photo-gelatin Printers *® 


Our New Address: 4840 W. Belmont Ave., Chicago 41, Ill. 


Kalamazoo Cincinnati 


Detroit St. Louis 
5-6165 Plaza 4218 


Woodward 5-7030—Code 335 Central 1-5068 


1. Posters and Displays 5. Water Color and Oil Reproductions 


2. Graphic Sales Manuals 6. Photographic duplicates and Murals 


3. Ad Blow-up in color 7. Translites (transparencies ) 


4. Visual Aid Presentations . Illustrated Catalogs 
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The heavyweight folder also includes a des- 
cription of the Collotype printing method, and 
summarizes the ways in which Collotype (some- 
times referred to as Photo-gelatin) can be used 
to your advantage. 

This loose leaf portfolio is filled with valu- 
able information and suggestions and is yours 
FREE for the asking. 

Just fill in the coupon and mail today! 


BLACK BOX COLLOTYPE STUDIOS, INC. 
4840 West Belmont Avenue 
Chicago 41, II. Dept. A-63 


Yes! Please send me one of your FREE Portfolios of Samples 


Firm Name_ 





Address 





City 


Signed by 
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igency with its own printing plant 


w of its printing operation 


CROSSROADS 
FOR CAPTIVE PLANTS 


SECOND IN A SERIES 
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why we like having our 


By Harry Susemihl 
Manager, Printing Department 
N. W. Ayer & Son, Inc. 


My friends in commercial printing 
houses often ask me how N. W. Ayer 
& Son, probably alone among adver- 
tising agencies in this country, can 
justify having its own shop for ad- 
vertising typography. 

“Your expenses must be awful,” 
they tell me. 

I start answering them by saying, 
“What could you do with your hourly 
rate, if you had no down time on 
equipment because of lack of work, 
and if you always had a job you 
could start when you found men and 
equipment not occupied?” 

My friends get a faraway, yearn- 
ing look in their eyes, and think how 
efficient and profitable that would 
be. Then they come to with a start 
and say rather testily, “Now come 
on, don’t tell us you can operate that 
Way.” 


> Well, not quite. I don’t even wish 
we could, because doing it would 
mean giving up some of our ability 
to handle emergencies. But the fact 


own printing plant 


is that over the years we operate 
between 70°, and 80° of capacity. 
Commercial printers usually think 
they're doing a pretty fair job if they 
can operate to that percentage of 
capacity. So our productivity is at 
least as good as that throughout the 
industry. Our printing rates are com- 
parable to those charged outside, 
and in some cases less. 

Actually there is no reason why a 
properly operated private plant (one 
which does not have some of our 
unusual problems) should not be 
able to work at between 85°, and 
95°. of its capacity. 

A major trouble with many private 
print shops is that the manager feels 
he isn’t doing a good job if he has to 
farm out some work to commercial 
printers. In general, this viewpoint 
is wrong. One of the important ways 
of controlling costs in a private shop 
is to be slightly under-equipped for 
your peak loads, and to farm out 
work when you reach your capacity 
or when a job comes along requiring 
special equipment which you would 
not use regularly. By adopting this 
method, you reduce down time to a 


minimum and 
busy. 


keep your people 
> Many commercial printers, on the 
other hand, have to be over-equipped 
so that they can handle their peak 
loads, although even in the commer- 
cial field you will find smart man- 
agers farming out some work rather 
than expanding their own shops to 
an unprofitable extent. 

Several other policies must be fol- 
lowed if the private shop is to be as 
efficient as a commercial shop. There 
must be close control of all opera- 
tions involving costs. By 2 p.m. of a 
Tuesday, for example, I have a full 
report on productive and non-pro- 
ductive hours clocked on Monday 
The report will be itemized not only 
for each section of the Printing De- 
partment but also for each man. This 
gives us a fast check on how effi- 
ciently work is being scheduled, and 
points out any problems affecting 
the flow of work as soon as they start 
to develop. 

The private shop must also, of 
course, have capable craftsmen and 
experienced management. Mistakes 
in selecting personnel are perhaps 
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Right At Your Finger Tips 
A Plastic Binding Kit 
For Scrapbooks and Albums 


Exciting new do-it-yourself binding kit, 
simple enough for a child to operate 
Just insert the pages and punch, then 
pick a colorful binding tube from the 
spin dial base, snap into place and in 
seconds you have a real professional- 
looking colorful volume. 


Other models available 
write for free booklet to department AR -3 


TAUBER PLASTICS INC. 


200 Hudson St., N.Y. 13. N.Y. Call WOrth 4-5621 
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SPECIAL MATRIXES 
MADE TO ORDER 


Logotype matrixes, of trade marks, 
symbols, and special designs, special 
headings, made to order for all type- 
casting machines. 

PRICED AS LOW AS $25.00 


Prompt Service Guaranteed Satisfaction 


IMPRINT MATRIX COMPANY 
Box 192 E Grantsburg, Wis. 
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NEED 
Magazine Clippings? 


Complete, accurate and 
prompt COVERAGE of— 


e Consumer Magazines 
e Trade Journals 

@ Farm Periodicals 

e Labor Papers 

@ Religious Publications 
@ Medical Journals 

e Society Magazines 

e College Periodicals 

e House Organs 


AMERICAN TRADE PRESS 
CLIPPING BUREAU 


15 East 26th Street *« New York 10, N. Y. 
Telephone: LE 2-5969 
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more frequently made in private 
shops than in commercial ones. Com- 
pany officials may, in picking a man- 
ager for their private shop, select a 
man who has done good work in 
other departments but who knows 
little about printing and print shop 
management. Or they may pick a 
man from the print shop who is a 
good craftsman but not a good man- 
ager. 


>In commercial shops, such mis- 
takes show up in red ink on profit- 
loss statements, and they have to be 
corrected if the shop is to continue 
successfully in business. In the pri- 
vate shop, loose bookkeeping or tol- 
erance of high-cost operations might 
hide for a long time the fact that a 
mistake was made in selecting the 
manager. 

Obviously, if the private shop is to 
do good work, it must have up-to- 
date equipment, suitable for the kind 
of projects it handles and maintained 
in good condition. 

There is no reason, however, why a 
private shop should permit any of 
these problems to handicap its opera- 
tions. If you follow four principles, 
the private shop can produce high 
quality work at a cost no greater and 
sometimes less than that in a com- 
mercial shop. To restate these prin- 
ciples, they are: 


1. The private shop should be slight- 
ly under-equipped, and willing to 
farm out peak loads of work. 

2. There must be careful daily re- 
porting of productive and non-pro- 
ductive hours, in order to permit close 
control of costs. 

3. The shop must have good crafts- 
men and good equipment. 

4. It must have experienced manage- 
ment. 


>So far, this merely proves that a 
private shop need not be at all em- 
barrassed in comparing its cost fig- 
ures with those of commercial houses. 
But why have a private shop at all? 

We're specialists at Ayer. We han- 
dle the typography, typesetting, 
make-up and proving of thousands 
of advertisements every year, plus 
the production of numerous booklets, 
brochures, folders and the like. As 
specialists in the advertising field, 
we experiment constantly in ways 
of using typography, make-up and 
printing to make advertisements 
more effective. 

Our location, in the same building 
with the creative departments of 
Ayer dealing with print advertising, 
gives us a chance to work closely 
with Ayer copywriters and art direc- 
tors, and to translate their ideas into 
printed form both faithfully and with 
imagination. 


Checking an Ad Harry Susemihl, 
author, checks an ad in Ayer’s Printing 
Department with typographer Fred W. 
Weber. The shop is as much interested 
in a published ad as any other agency 
department. 


Some of the advertising material 
we handle is of a highly confidential 
nature. It may be a campaign an- 
nouncing a new product which will 
surprise competition, and which must 
be kept under wraps until the last 
possible moment. By handling every- 
thing within our own shop we reduce 
the chance of information leaking 
out. The whole job is done under the 
Ayer roof and Ayer control. 


>Our compositors are assigned to 
Ayer clients in the same way that 
writers and art directors are as- 
signed. Thus the compositor not only 
learns the special needs and wishes 
of his clients but also takes a per- 
sonal interest and pride in the work 
done for them. They’re his clients. 
We try to schedule our work so 
as to even out peaks and valleys of 
production. But when an important 
job does come along which has to be 
done with great speed, we can put a 
great deal of manpower and equip- 
ment on it, and do it faster than if 
we had to call in someone from out- 
side and explain the entire project 
to him from the beginning. 
Because we have our own shop we 
can devote extra time and effort to 
the production of proofs. Our proofs 
are not pulled on the proof presses 
which most outside printers use. 
They are prepared on printing 
presses, and printed on stock simi- 
lar to the publication stock which 
will be used by magazines and news- 
papers scheduled to carry the ad. 
Our proofs are prepared in the 
same way as if there were to be a 
long run, rather than just a few 
proofs to be taken. These proofs give 
Ayer people and clients an accurate 
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You put more sell in your message when 
you put more “see” in it! Sunbonded" 
Day-GLo fluorescent colors are up to 
four times as bright as the brightest of 
ordinary colors because they actually 
glow from within! And they keep that 
glow for a full run! DAay-GLo painted 
bulletins last up to six months, and 
Day-GLo screen processed posters and 
displays last up to four months. 


Sunbonded DAy-GLO colors are versa- 





Let DAY-GLO® 





, ~ spark your message! <3 


tile— effective whether used boldly or 
modestly. And you have seven vivid 
colors to choose from. Remember to 
specify genuine Sunbonded DAay-GLo 
to be sure of highest quality. Both 
“Sunbonded” and “DAy-GLo” are 
registered trade marks for daylight 
fluorescent color products made by or 
under license from Switzer Brothers. 
Switzer Brothers, Inc., 4732 St. Clair 
Avenue, Cleveland 3, Ohio. 


¥ 


SUNBONDED® 
DAY-GLO’ 





Anywhere and everywhere, 

T-Taeo Th MAG MLM Lalo La 

there’s a super-durable Gleam- 
Tem li tee la 

or pennant by Hollywood that 
can make a penny budget do the 
work of dollars. 


Squeezed for new Sales Promotion 
ideas? Then send for our FREE Idea 
TT ea ee ee ed 


HOLLYWOOD 
eae 


116 Eost 32nd Street, New York 16,N Y 
Telephone: ORegon 9-4790 


iF YOU SPECIFY TYPE 


Let us prove how the 
WORLD’S HANDIEST TYPE BOOK 


can save you 40 minutes a day 


We'll mail you a copy for 10 days FREE trial. 
Use the 389 transparent overlay alphabets on 
your own work. Keep the book free, if you place 
$100 worth of work with us. Over 4,000 in use. 
This is the eighth edition. Send postal today. 


F.H. Bartz, 112-114 W. Kinzie St., Chicago 10, lil. 
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Lovovintine 


our specialty for 30 years! 


e 100 to 1,000,000 or more 


Services include imprinting 
of dealer’s name on various 
Advertising Litcrature 


Will store entire job and 
imprint as needed, regard- 
less of quantity 


gas Mail sample for Quotation or 
Phone us to Call 


Ph. CHesapeake 


Sersen’s on 


Imprinting, Inc. 
17 N. Loomis, Chicago 7 
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picture of how the ad should look 
when published, and they also set a 
standard for reproduction by pub- 
lishers. 


> Finally, the existence of our Print- 
ing Department and Print Shop helps 
give N. W. Ayer & Son added experi- 
ence and knowledge, in analyzing 
the quality of reproduction of our 
advertisements in magazines and 
newspapers. 

My friends in commercial printing 
houses often ask why, if our set-up 
has so many advantages, other ad- 
vertising agencies have not started 
their own print shops, too. It wouldn't 
be easy to start cold and try to set 
up a shop like ours. The Ayer Print 
Shop was the result of natural evolu- 
tion. It began in 1875 and is the oldest 
department in the agency. Back in 
1875 there was no system of prepar- 
ing plates or mats for publications, or 
even of sending publications instruc- 
tions as to how an advertisement was 
to be set. In those days, advertising 
agencies merely bought advertising 
space at wholesale from publishers 
and sold it at retail to businessmen 
who wanted to advertise. 

The latter wrote out their own ads 
and sent them to the publications, 
which set the ads as the publication 
printers saw fit. Results were often 
poor, and in 1875 Ayer began doing 
the typography and layout for 
clients. Since publishers often did 
not have the type sizes and faces 
which Ayer wanted to use, a print 
shop and even a type foundry (the 
Keystone Type Foundry, which Ayer 
sold a number of years ago) were 
started in order to make sure that 
Ayer-produced ads were published 
in the desired way. 


>So the Ayer Type Shop, only six 
years younger than the agency itself, 
grew as Ayer grew through the 
years. 

Unlike most agencies, Ayer has 
had its own building for a long time, 
and therefore can house its creative 
departments under the same roof as 
its print shop. Much of the effective- 
ness of such a private shop would be 
lost if it were not right with the 
creative departments. Most other 
operate in rented office 
space, and would have difficulty in 
installing a major print shop. Our 
production is also centralized, with 
nearly all our creative work and pro- 
duction of printed advertising done 
here in Philadelphia. Many other 
large agencies decentralize their pro- 
duction among a number of branch 
offices, and therefore could not get 
large benefits from a print shop 
attached to only one of their offices. 

What we have here at Ayer is a 
complete composing room, with both 


agencies 


Monotype and Linotype equipment. 
We are primarily organized to handle 
the typography and composition of 
advertisements, and operate equip- 
ment for the production of reprints 
and such things as folders as a sec- 
ondary service for clients. We do no 
work for companies which are not 
Ayer clients for advertising. 


> Our pay scales are in no cases less 
than the going rates in the area, and 
our men enjoy many additional com- 
pany benefits. Turnover of personnel 
is very low. In the past seven years, 
no one has left to go elsewhere, and 
our only losses have been as the re- 
sult of men qualifying for retirement 
under the Ayer Pension Plan. 

We have a long list of applicants 
for jobs in our print shop. More than 
half our men began their working 
careers with us as apprentices and 
are completely Ayer-trained. In re- 
cent years the average length of 
service has ranged from 15 to 20 
years per man. 

It’s a good shop. It’s one that’s 
deeply interested in its work. Per- 
haps I could sum up our attitude, 
and the advantages of our private 
shop operation, in two sentences. We 
don’t think of an advertisement as 
just another job to get out. We're 
as interested in the final success of 
the advertisement as anyone at Ayer. 
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Admen Offered Samples 
Of Product Photography 


Specializing in special color print- 
ing direct from product photographs, 
Low’s Reproduction Service Inc., 
Chicago, offers admen a folder of 
product photography samples. In- 
cluded are many examples of busi- 
ness paper inserts printed by Low. 

In addition to the inserts, Low 
also offers samples and a complete 
description of its services. 


For your copy circle No. 109 on the 
Readers’ Service Card inside back cover 


Plans U.S. Marketing 
Of Gold Paste Ink 


Using Marset Inc., New York, as 
distributors, Johnson & Bloy, English 
ink manufacturer, has announced 
plans for U.S. marketing of a gold 
paste ink that covers most letter- 
press surfaces in one impression. 

According to Marset the J&B gold 
ink—in paste form—is easy to handle, 
fast-drying, and eliminates the need 
of frequent wash-ups. 

The gold paste ink is available in 
four shades of gold, with samples 
and color cards on request. 


For your copy circle No. 110 on the 
Readers’ Service Card inside back cover. 





Screen Process Catalog 
Available From Atlas 


Listing many new products and 
others which have been improved 
since the publication of its last cata- 
log, Atlas Silk Screen Supply Co., 
Chicago, offers admen its new Cata- 
log #135 on supplies and equipment 
for screen process printing. 


Divided into seven main classifi- THERE'S an 


cations, the 64-page booklet contains 

specific information and prices on ADVANTAGE 
inks, papers, screens, silk, frames, 

and equipment, and also includes a 

list of available books on screen 

process printing. 

The cover of the Atlas catalog fea- 
tures a thumb-index designed to 
help the user find the main subjects 
in a hurry, while the back of the 
book contains a standard complete 
index. 

A page of shipping information and 
postage-paid order blanks may be 
obtained from Atlas Silk Screen 
Supply Co., 863 Milwaukee Ave., 
Chicago, 22. 44 


Institute Calls For Entries 
In 1956 Graphic Arts Show 


Announcing a “call for entries,” to 
the 1956 Design and Printing for 
Commerce show, the American In- IN DEALING WITH AN EXPERIENCED 
stitute of Graphic Arts is offering | pBRINTER OF REPUTABLE STANDING 
entry blanks and information on the 
exhibit to printers, designers, art di- 
rectors and all others concerned with —_ 
the graphic arts. 

Calling the show, “the annual ex- 
hibit of the nation’s finest commer- 
cial printing,” the Institute lists qual- 
ity of design and execution as the LITHOGRAPHIC MANUFACTURING CO. 
two bases for selection of pieces 
showing the Dest graphic wort Pro- | pRIMOS, PA. - NEW YORK - CHICAGO - BOSTON 
ada during the preceding year. A suburb of Philadelphia 25 West 43rd Street, 18 221 North La Salle Street,1 10 High Street, 10 


Additional information is available. 


For your copy circle No. 111 on the 
Readers’ Service Card inside back cover. 


. ‘ . . « for more details circle 220, page 129 
Folder Tells Printer’s Role Neen aetna 


In Helping Management 


) 


Pee eee, | papmenen| NEW FREE CATALOG! 


helping top management—is avail- 


' p Rs Here ... for you . .. is the most complete cata- 
able to admen from Rand Avery- \ . : . 


Gordon Taylor Inc., Boston. 

Designed as an aid to those who 
buy printing, “Odds and Ems” tells 
the part printing can play in main- 
taining good relations between man- 
agement and employes when the 
company has grown too big for per- 
sonal contact. 

“Little Lessons in Printing” —a 
regular feature of “Odds and Ems’’— 
is included in this issue. 


For your copy circle No. 112 on the 
Readers’ Service Card inside back cover 


log of portfolios, easel-back displayers, carry- 
ing cases, special scrap books and swatch 
books . . . in short, everything you might want 
for special sales presentation work. You'll want 
it for handy reference and new ideas. It’s yours 
for the asking. 


Call or write to: 


SALES PORTFOLIOS INC. 


250 WEST 54th ST., NEW YORK 19, N.Y. 
Tel. Cl 7-0666-7-8 


. for more details circle 264, page 129 
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*U. 8S. Pat. 
2480917 


> 


Yeu Own \ W4eh © 


MAKES A 
“SHOWCASE” 


for more effective, 
impressive reports, 
presentations, sur- 
veys, manuals, etc. 


Clareport* has a durable, trans- 
parent plastic front cover and a back 

of Strathmore Beau Brilliant cover 
stock in 8 smart colors. Holds standard 
11”x81” sheets (special sizes to order). 


Send for FREE sample and prices, now! 


e We specialize in custom-made easel binders and 
presentation binders. Your problem solved quickly 
and inexpensively 


WRITE, WIRE OR PHONE — DEPT. M-3 


BELFORD Company, Inc. 


317 W. 47th Street 


ee | Y a. 


The active response represented 
by over a quarter-million reader 
and advertiser inquiries in the 
past two years is indicative of the 
sales job that you can do for your 
products, and services on the pages 
of the workbook of production, 
promotion and merchandising 


people 


This record response—consistent 
and clamorous—to the items fea- 
tured in the editorial and advertis- 
ing columns is a buying response. 
Four out of five AR readers sur- 
veyed stated that they were al- 
ready, or planned to be, customers 


for one or more AR advertisers! 


Your advertising in AR is 
geared to sales! 


dwvertising 
Requirements 


200 E. Illinois St., Chicago 11, Illinois 
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Electrofax Application 


New Process Produces 
Fast Photoengravings 


A swift new method of preparing 
offset and photoengraving printing 
plates, involving a single photo- 
graphic operation that is thousands 
of times faster than conventional 
methods, has been described by Har- 
old G. Greig, a Radio Corp. of Amer- 
ica scientist. 

The new process, employing the 
RCA Electrofax system of electro- 
static photography, presents “an en- 
tirely new set of tools for use in the 
graphic arts,” Mr. Greig reports. He 
states that it makes possible the 
production of a complete litho- 
graphic plate in less than a minute, 
and reduces to a few minutes the 
time required to prepare a printing 
plate for etching. 

The RCA Electrofax system, de- 
veloped at the David Sarnoff Re- 
search Center of RCA, Princeton, 
N. J., is anew method of producing 
images or printed characters on any 
paper, wood, metal, plastic or other 
surface coated with an inexpensive 
photoconductive pigment. 


>The use of the system to make 
printing plates includes these prin- 
cipal steps: 

The special Electrofax coating of 
photoconductive pigment, such as a 
special zinc oxide in a resin binder, 
is first applied to the zinc, copper, 
aluminum, or magnesium plate to be 
used in printing. Since the coating 
has an indefinite shelf life, a coated 
plate may be stored in ordinary 
room light or daylight until it is 
required for use. 

After the coated surface has been 
sensitized by an electrostatic charge, 
the light image to be printed is ap- 
plied to the surface by direct projec- 
tion, by contact exposure through a 
positive or negative transparency, or 
by exposure in a _ photoengraver’s 
process camera. 

As in all Electrofax applications, 
exposure to light reduces the elec- 
trostatic charge in proportion to the 
intensity of the light, leaving an 
electrostatic image on the coated 
surface. This electrostatic image is 
developed by brushing the surface 
with resin powder carried on a mag- 
netic brush. Particles of the powder 
cling to the areas where the charge 
remains, corresponding to the dark 
areas in the original image, and the 
result is a reproduction of the orig- 
inal image on the surface of the 
plate. If the original image is a nega- 
tive, a positive print may be made 
by causing the powder to cling in- 
stead to the area exposed to light. 


>Tonal gradations are reproduced 
automatically by this process, since 
the powder is deposited most heavily 
in the areas that were darkest in the 
original image. At this point in the 
process, the image on the plate may 
be erased, altered, or added to, since 
the powder has not yet been per- 
manently fixed by fusing—a process 
carried out by a few seconds of ex- 
posure to heat. 

In preparing a lithographic plate 
for offset printing, the surface bear- 
ing the fixed image may be swabbed 
with a chemical mixture that leaves 
the fused image areas receptive to 
greasy inks and the coated back- 
ground areas receptive to water. In 
one method of preparing a litho- 
graphic plate, the plate may be used 
on standard offset duplicating equip- 
ment to produce many copies. In 
tests at the RCA Laboratories, Mr. 
Greig reported, more than 1,000 good 
copies have been produced from an 
offset master on a paper base, and 
much longer runs should be obtain- 
able with a metal plate. 

In the preparation of plates that 
are to be etched by standard photo- 
engraving methods after the image 
has been fixed, the original Electro- 
fax coating remaining in the back- 
ground areas is removed by a solvent 
to expose the metal for etching. In 
this application, the resin powder 
used to develop the image is re- 
sistant to the acid used in etching. 
Such resin powders, used experi- 
mentally to produce relief printing 
plates, dry offset plates and name 
plates, have permitted good adher- 
ence of the image to the plate during 
the etching process, Mr. Greig re- 
ported. 44 


Extended Coverage . . . Clever construc- 
tion of this shelf-extended display cre- 
ated by Gibralter Corrugated Co. Inc. 
(Clifton, N. J.) gives Colgate Palmolive 
products featured billing over products 
left behind on the shelf. The extender, 
measuring 9x12x15"", holds a heavy 
quantity of products, while securely grip- 
ping the store shelf. The extender is yel- 
low, red and green on white board 





How Wabash Railroad Co. produced a 
business movie that became one of the 
most effective advertising activities 

ever undertaken by the company. 


By Mildred Weiler 
AR St. Louis Correspondent 


In the words of Arthur K. Atkin- 
son, president of Wabash Railroad, 
St. Louis, the railroad’s industrial 
motion picture, “Once Upon the 
Wabash,” is “one of the most effec- 
tive public relations and advertising 
activities we have ever undertaken.” 

Premiered in May, 1953, the 145 
color prints of the film and the 10 tv 
black and white prints have been 
viewed by 11,725,000 people. Out of 
this total 10,523,655 people represent 
the television audiences who viewed 
the 187 tv showings of the film. This 
leaves well over a million people 
who saw the film in cities and towns 
from coast to coast at group show- 
ings. 

These figures represent more than 
audience numbers. They represent 
increased business from an adver- 
tising medium many admen today 
consider one of the most effective 
and economical forms of advertising. 


> When Arthur Atkinson presented 
the idea in February 1952 that he 
wanted a Wabash industrial film that 
could be used for employe informa- 
tion as well as to demonstrate the 
size and capabilities of the railroad 


to financial leaders, he also recog- 
nized that such a film would have 
good advertising and public rela- 
tions value. 

With that expectation in mind, 
Condor Films Inc., St. Louis, was 
given the assignment to write the 
script and produce the 28-minute 
film. 

A look at the production cost fig- 
ures of the film, which is in color 
and has animation and its own mu- 
sical score, shows $50,000 as the pro- 
duction cost alone. The film was one 
year in the making from the time 
the script was written to the final 
shooting and editing. Another $26,815 
was spent for the 145 extra prints 
and the 10 black and white prints 
for tv showings, made from the orig- 
inal color prints. (Less than 145 
prints is considered unwise and a 
loss of the investment in the film 
because a smaller number limits dis- 
tribution. ) 

Added to this was $2,500 for labor 
and materials, which the company 
also absorbed for internal costs in 
shops and on the railroad when mak- 
ing the film. 


>In round figures the production 
cost then is $80,000 for a 28 minute 
film, which is more than paying its 


way after two years of showing, and 
the potential still is good for another 
three years. 

Based on the advice and experi- 
ence of Condor Films Inc., Wabash 
knew from the beginning that the 
advertising success of an industrial 
film depended upon two things: 

e A good film 
e Proper and maximum distribution 
of that film. 

Leo A. Brown, director of adver- 
tising and public relations for the 
Wabash, summed up his definition 
of a good film like this: 

“We didn’t want a documentary 
type of thing with a voice in the 
background droning constantly,” he 
said. ‘We wanted a story with enter- 
tainment value and one with a lot of 
lip syne in it. As a result we have 
a fantasy with both lip syne and 
some voice-over and our own musi- 
cal score.” 


>The fact that Leo Brown served 
as liaison between his company and 
the producer met Condor’s require- 
ments for building a good film. 
“Just one person who has author- 
ity to make decisions and who can 
check technical accuracy with us 
contributes a great deal to making a 
good film,” Arthur E. Wright Jr.. 
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How Graphic Calculator 
serves leading industries 


“selling help... 
which pays off...” 


“Over the past 10 years,” reports Mr. W. 
A. Scherff, Adv. and Sales Prom. Mer. of 
Plymouth Cordage Co., Plymouth, Mass., 
“I have been very much impressed with 
the acceptance GRAPHIC Calculators 
their constant usage, and the 
actual selling help they provide. 

“It is this latter element which pays 
off,” concludes Mr. Scherff. 
The inexpensive Baler 
Calculator shown above is one of four 
designed by Graphic Calculator for 
Plymouth Cordage. With it, a farmer 
can quickly and easily calculate his 
savings in time, labor costs, stops in the 
field, space and hay crop losses . by 
using Plymouth Red Top Baler Twine. 
Companies of every size, in every in- 
dustry, find that GRAPHIC Visual Aids 
are remarkable sales stimulators. What- 
ever your need .. . calculators to solve 
customers’ problems selectors to 
help them choose your product... 
demonstrators to show your product or 
visualizers to aid in using your product 
... let us show you how a GRAPHIC 
DEVICE can solve your problem. 
Just mail the today, without 

obligation. 


Show it...tell it... sell it 
with custom-designed 


CALCULATORS 
f SELECTORS 
hm DEMONSTRATORS 
VISUALIZERS 


receive, 


Twine Cost 


coupon 


7since 1934 
GRAPHIC CALCULATOR om, 


633 Plymouth Court, Dept. A-36 
Chicago 5, Illinois 


Graphic Calculator Co. 
633 Plymouth Court, 
Dept. A-36, Chicago 5, Ill. 


Please send me free GRAPHIC sample, 
descriptive literature and name of nearest 
representative. 

My business i 

NAME 

COMPANY 

ADDRESS 





ZONE___STATE 
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Musical Background. . 


. TO give maximum entertainment value, company used a 26- 


piece orchestra to record original background theme. 


president, Condor Films, explained. 
“Such an arrangement avoids the 
loss of time and confusion that us- 
ually ensues when there are too 
many cooks in any project.” 

Professional talent for acting and 
speaking roles is another contribut- 
ing factor in making a good film. The 
opinion that company personnel is 
more believable may be true in life 
but this opinion is not true in front 
of a camera. 

“Unless they are trained actors, 
people invariably freeze in front of 
a camera,” says Mr. Wright. Al- 
though Wabash employes were used 
in some of the scenes, the three 
principles of the movie, who have 
acting and speaking parts, are pro- 
fessionals. 


>Clearly defining the objectives of 
the film before the script is written 
and keeping these objectives as sim- 
ple as possible rather than trying 
to cover too broad a field is another 
point in getting a good film. In the 
Wabash film the objectives of show- 
ing the operations of the railroad 
and promoting business for the Blue- 
bird, Wabash domeliner, are success- 
fully intertwined. They stay with 
the current trend to entertain and 
inform, with some soft sell. 

The proper and maximum distri- 
bution of the film after the premier 
showing in May 1953 was turned over 
to Modern Talking Picture Service, 
which handles bookings, promotion 
of the film, and sends monthly re- 
ports on audience breakdowns to 
Wabash. 

The premier showing, sponsored 
by the educational committee of the 
St. Louis Chamber of Commerce, 
drew an audience of several hun- 
dred shippers, civic leaders and St. 


Louis business men, who were also 
shown the possibilities of sponsoring 
industrial motion pictures. 


>With Modern Talking Picture 
handling the bookings of the 145 
copies of the color film and the 10 
black and white copies for television, 
the film is in constant circulation. 
With 28 film exchanges in key cities, 
film users enjoy greater convenience 
and lower transportation costs and 
the railroad also has the opportunity 
to let its branch offices and sales rep- 
resentatives in these cities make 
greater use of the film. 

When a film is booked, Wabash 
receives two copies of the booking 
notice which shows the date the film 
is to be shown and where. A copy of 
this notice is then sent to the terri- 
torial man, so he knows in advance 
that the picture is booked in his ter- 
ritory and can tie in with it either 
by arranging to make a talk or by 


Behind The Scenes . Cameras focus 
on a wheel lathe in operation as part of 
sequence to show viewers skills and ma- 
chines involved in keeping trains rolling. 





calling on shippers in the area. The 
sales representatives are also noti- 
fied in advance of any tv bookings 
of the film in their territories. 

The booking notices are then filed 
in the Wabash St. Louis office two 
ways: by territory, so that at any 
time just what the film did in any 
territory during any month can be 
seen, and by dates shown. 


> When Modern sends out the film 
a post card goes along with it. This 
return post card contains name and 
address of the film user, date shown, 
and a place to fill in number of peo- 
ple in the audience by number of 
men, women, boys and girls. The 
self-addressed post card is returned 
to Modern, which sends Wabash a 
monthly breakdown. 

A typical card might show that on 
August 26 the Wabash film was 
shown in Williams, Ariz., to the El 
Paso Gas Co., and a total of 30 peo- 
ple—11 men, nine women, seven boys 
and three girls saw the film; or on 
September 21 the Douglas Gun Club 
of Los Angeles had 135 men who saw 
the film. 

In addition to the breakdown of 
individual showings, Wabash also re- 
ceives a breakdown of showing by 
states, such as the 180 bookings in 
September before 268 audiences. 
These breakdowns give the adman 
an opportunity to make monthly 
tabulated reports to management, 
which, in the case of the Wabash, 
have done much to convince man- 
agement that the original idea for 
an industrial film as part of the ad- 
vertising program was a good one. 


> Along with the booking break- 
down there is the monthly billing 
from the distributors of $2.75 for 
each booking for a group showing 
and $15 for every tv booking. 

The tv bookings are a plus adver- 
tising advantage taken into consid- 
eration at the beginning, when Con- 
dor made ten extra prints for tv 
showings. Many tv stations through- 
out the country have unsold time 
and need fill-in material which they 
welcome without charge. A 28 min- 
ute film like “Once Upon the Wa- 
bash” can take advantage of such 
openings. During the month of Sep- 
tember the Wabash film had 17 tele- 
casts. 

A 16mm film, the Wabash film is 
adaptable for both tv and group 
showings. To show the film in local 
movie houses would require a 35mm 
film and practically double the cost 
of film production. 


> Because of the demand for the Wa- 
bash film and the number of result- 
ant bookings, the distribution book- 
ing costs since the film was released 
in September 1953 total $17,500. This 


IN CONFERENCE ROOM 


with only 


ON SALES COUNTER 


IN THE AUDITORIUM 


projector 


eee the TSI-Duolite 


With standard screen 


B 


Yes, we mean anywhere .. . even in lighted rooms. 
With the Duolite you can show 16 mm movies in many 
places that were never before practical. The Duolite 
has a large built-in TV size screen that gives you 
beautiful picture reproduction without the fuss and 
bother of setting-up a screen or darkening the room. 
Yet, when you want to use a standard external screen, 
the same projector can be used. Just a flip of the 
lever and you're ready to go. 


The built-in screen allows movies to be shown anyplace 
you can set the projector down and plug it in. Think 
of that! Think what that could mean in terms of your 
doubling or even tripling the use of your films. Salesmen 
love the Duolite. It's so easy to set-up and operate. 
They don't have to lug around a separate screen and 
other equipment. Sales films can be shown right on 
the prospects desk without any disturbance at all. 
Any room big enough for a desk is big enough for 
a Duolite show. 


Write today for free literature and complete specifi- 
cations on the Duolite. If you wish, a demonstration 
can be arranged at no obligation. 


TECHNICAL SERVICE, INC. 


30865 FIVE MILE ROAD «+ DEPT. K « LIVONIA, MICH. 


West Coast Office: 4357 Melrose Ave. * Hollywood 29, Calif. * Phone Normandie 5-662] 
Canadian Distr.: S. W. Caldwell, Ltd. « 447 Jarvis St. * Toronto 5, Ont. 
Foreign Distr.: Westrex Corp. (formerly Western Electric Export) * 111 Eighth Ave., N.Y. 11, N.Y. 
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How To Get Things Done 
Better And Faster 


BOARDMASTER VISUAL CONTROL 


*& Gives Graphic Picture—Saves Time, Saves 
Money, Prevents Errors 

*® Simple to operate—Type or Write on Cards, 
Snap in Grooves 

® ideal for Production, Traffic, Inventory, Sched- 
uling, Sales, Etc 

*® Made of Metal Compact and Attractive. Over 
60,000 in Use 


Full price $49.50 with cards 


FREE 24-PAGE BOOKLET NO. R-100 
Without Obligation 
Write for Your Copy Today 
GRAPHIC SYSTEMS 


55 West 42nd Street * New York 36, N. Y. 
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MORE WITH A 


Viewmarcter’ 


The Easel Portfolio That Dis- 
plays One Sheet at a Time 
As each sheet is viewed, it is 

flipped over the top. Special con 

struction allows all sheets to lie 
perfectly flat without expensive 
cloth hinging. Loose leaf. 

Simply lift Viewmaster by the 
front cover and the automatic 
easel sets it up firmly. 

Carried in stock in four sizes. 


SEND For Full Line Folder 


1708 W. Washington, Chicago 12 
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Dinner is Served . . . Camera crew moves into dining car of Wabash Bluebird. Since 
movie was made, dining car stewards report many passengers outside the railroad’s terri- 
tory ride the Bluebird because they saw the movie 


figure is in addition to the $80,000 
production cost of the film and the 
155 prints. 

Like all good advertising plan- 
ning, it’s the readership and right 
markets that count, and Wabash is 
convinced the distribution of the film 
by a professional distributor pays 
off. In addition to handling bookings, 
the distributor cleans and repairs the 
films after each showing, in order 
to insure the maximum life of the 
film, which is normally five years. 

Promotion of the film by the dis- 
tributor includes: 


Individual folders 

Index guides for schools 

Catalog for adult audiences 

Film of the Month Clubs 

Weekly Movie Day for industrial 
plants 
e Special promotions 


In addition the Wabash produced 
its own promotional folder to reach 
special audiences. 


>As a collateral use for the film, 
in order to stimulate passenger busi- 
ness in off-line cities, Wabash staged 
a series of parties in 20 major cities, 
where ticket agents received printed 
invitations to attend a cocktail party 
and see the Wabash film. Ticket 
agents in off-line cities who saw the 
film are not shy about recommend- 
ing use of the Wabash Bluebird to 
passengers. 

Dining car stewards report that 
many passengers outside the rail- 
road’s territory say they ride the 
Wabash Bluebird because they saw 
the movie. 

Most substantial evidence of the 
film’s success as an advertising me- 
dium is the increase in business and 
the reported good will among ship- 


pers and passengers, and the help 
sales representatives acknowledge it 
gives them as a selling tool. 


>The list of comments which Wa- 
bash receives regularly from the dis- 
tributor shows the film’s popularity 
from the standpoint of interest, in- 
formation and beauty, and is a strong 
point in favor of the importance of 
taking professional advice and help 
in planning and producing an indus- 
trial film. 

The industrial film business today 
does a hundred million dollar annual 
business on a national basis, accord- 
ing to Arthur Wright of Condor 
Films. While an industrial film is 
not expected to do the advertising 
job alone, it is part of many adver- 
tising programs, and the alert adman 
considers it as part of his budget in 
order to get the most out of his ad- 
vertising dollar. 

The A.N.A. Films Committee finds 
that the average cost of a sound and 
color industrial film is approximately 
$2,000 per running minute. a4 


Underwood Introduces 
Tel Executive Machine 


Stepping into the audio-visual 
communication field, the Underwood 
Corp., New York, has introduced the 
Tel Executive machine. 

The new Tel Executive is similar 
to the TelePrompter, which is wide- 
ly used throughout the television 
and motion picture industries. 

Designed for after dinner or lunch- 
eon speeches, corporate meetings. 
conventions, sales meetings, training 
lectures and political rallies, the Tel 
Executive is expected to become as 
important to speakers as the Tele- 





Prompter is to television performers, 
the company believes. 

The Tel Executive comes in a spe- 
cially designed leather attache case 
that contains the basic unit, the hand 
control with which the speaker reg- 
ulates the speed of the script moving 
across the viewing face, an extra 
script spool, translucent script paper 
and an editing kit. 

The unit, complete with case, 
weighs 18 lb., 9 oz. The price for the 
entire Tel Executive kit is $495. 44 


New Copy Pamphlet 
Offered by Kodak 


Companies interested in better 
business and education color-slide 
presentations will find Kodak’s re- 
vised pamphlet very helpful. 

Chock-full of suggestions for the 
preparation and effective use of color 
slide sequences, the leaflet stresses 
the advantages of a sequence of 2x2” 
slides, since such a sequence is sim- 
ple to make, flexible in use, and can 
be shown effectively to any audience, 
regardless of size. 

Eight pages in all, and punched to 
fit the Kodak Photographic Note- 
book, the new booklet, called “Notes 
on Color Slide Sequences As Aids 
in Business and Education,” provides 
a list of supplementary materials. 


For your 


copy circle No. 102 on the 
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Sta-Flo Sculpture .. . Typical example of 
unusual display created from liquid laun- 
dry starch, tissues and screening 


Liquid Laundry Starch 
Makes Unusual Displays 


Window display racks can be 


cago, manufacturers of 
liquid starch. 

Calling its new art “Sta-Flo” 
sculpture, the company says unusual 
arrangements can be achieved with 
almost anything, including fur, jew- 
elry, women’s apparel, fabrics, flow- 
ers, cosmetics or groceries. 

One suggested sculpture is a “drift- 
wood” arrangement, adaptable as a 
display for a variety of merchandise. 

To make the “driftwood,” copper 
screening forms the trunk and 
branches of the tree, while facial 
tissues and liquid starch in alternate 
layers give the desired substance and 
texture 44 


Sta-Flo 


Robotape Folder Describes 
Automation Possibilities 


Robotape, a device for using auto- 
mation in displays, is described in 
a folder by the manufacturer, Oak- 
ton Engineering Corp., Evanston, IIl. 

A tape player, similar to a record- 
ing machine, Robotape includes a 
built-in loud speaker and a continu- 
ous loop of tape, which can play a 
message for some 17 minutes before 
repeating. 

A unique feature of the unit makes 
it possible to place an inaudible elec- 
tronic signal on the tape at the same 
time the narration is recorded and 


Yes, all over America 


your product . . 


2 models available: 800 ft. capac 
ity. 1200 ft. capacity, providing 30 
min. showing. Rewinds automatic 
ally while in operation permitting 
continuous showing 


It Sells on Sight! 


he hd 


Robotape Unit . Designed for use in 
display automation, ‘‘Robotape,’’ by Oak- 
ton Engineering Corp., Evanston, can lift 
a bridge, wind a watch, or change a slide. 


in synchronization with the voice. 
The electronic signal then can be 
used to activate the display or object 
being demonstrated. 

For example, at the Chicago Auto- 
mobile show Robotape was used to 
demonstrate a power seat and its 
movability with a combination of 
voice and actual movement of the 
seat as it was being described. 

According to the folder, the device 
has many uses in the audio-visual 
field, ranging from simple use with 
narration as a slide-changer to such 
a complex use as the lifting of a 
bridge. 


For your copy circle No. 104 on the 
Readers’ Service Card inside back cover 


DON’T LOOK NOW BUT YOUR 


Citralerman IS SHOWING! 


Cinesalesman, the self-contained 
16mm continuous projector, is showing the way to new and 
thrilling sales results. Here’s a salesman with pro-motion selling 


. your story .. 


. endlessly without supervision. 


Designed with exclusive patented feature 

Cinesalesman has met the exacting requirements 
of hundreds of nationally known organizations, 
successfully passing all the rigid demands of sales 


presentations, 


trade shows, exhibits, conventions 


and point-of-sale locations. Cinesalesman is proud 
of its performance record (boasting on request). 


% 
S 


Incorporating a cartridge type power-driven 
continuous 16mm film magazine, Cinesales- 
man features rear projection on a built-in 
simulated TV screen. It requires no special 
film, yours will work or any standard 16mm 
film, either color or black and white. 


Lightweight . compact . completely 
self-contained as illustrated! Simple to op 
erate, just plug into electrical outlet . 
click a switch immediate action and 
sound . . . providing sharp steady pictures 
in the most brightly lighted room 


Write for demonstration to: 


formed with nothing more than liquid 
laundry starch, facial tissues, wire 1. 
screening and a little ingenuity, ac- PROJECTOR Sa 


BUSCH FILM & EQUIPMENT CO. 


Dept. C-2 
212 S. Hamilton Ave 
jinaw, Michigan 





cording to A. E. Staley Mfg. Co., Chi- 
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‘Point-of- purchase completes 
the cycle of the sale” 


See how it's done, get new ideas, learn about the new 
techniques and developments by attending 


10th Annual POPAI 
Symposium and Exhibit 


APRIL 10-11-12 © GRAND BALLROOM, HOTEL SHERATON-ASTOR, NEW YORK 


EXHIBITS 3-day exhibit—admission free. Tues., April 10th; 10 AM to 6 PM. 
Wed., April 11th; 10 AM to 8 PM. Thurs., April 12th; 10 AM to 6 PM. 
MERCHANDISING FORUM A panel of the nation’s top sales and adver- 
tising executives moderated by Ralph Head, Account Supertisor of Batten, 
Barton, Durstine & Osborn, lic., on April 10th from 2:30 to 5:00 PM. 


SYMPOSIUM-LUNCHEON This annual feature will be held in the 
Belvedere Room, Hotel Sheraton- Astor, Wednesday noon, April 11th, 1956. 
William Hazlett Upson, the guest speaker, is well known for his amusing 
articles on Tractors and Alexander Botts, appearing in the Saturday Evening 
Post. The title of his talk will be, “You Don't Have to be Crazy’’ or “What 
it Takes to be a Salesman’. All finished by 2:30 PM. 

A NEW FEATURE A special exhibit of advertising used by leading POPAI 
Associate members (the users of displays), showing how their point-of- 
purchase advertising is integrated with other media. There will also be a 
continuous showing of motion pictures and slide films produced by POPAI's 
Associate members, depicting the effectiveness of point-of-purchase adver- 
tising in their over-all advertising programs. 


DOOR PRIZES! USE THIS COUPON TO ORDER YOUR TICKETS NOW! 


«, wet CYCle Or POINT-OF-PURCHASE ADVERTISING INSTITUTE, Inc. 
ot %y 11 West 42nd Street, New York, N. Y. 


GENTLEMEN: Please send me the following tickets: 


April 11th Symposium-Luncheon tickets at $7.50 each. 
Belvedere Rm., Sheraton-Astor Hotel. Check enclosed. 


_Free tickets for admission to Exhibit. Good for all three 
days — April 10, 11, 12th, 1956 


NAME 


You can’t afford to miss this show * company 
— the greatest of its kind | streer epee 
held anywhere in the world! . ee 


88 * ar * March 1956 . . for more details circle 242, page 129 





Minox Promotional Material . . . Designed for Kling Photo by Herbert Baker Advertising Inc., Minox sales promotion package includes 


a plastic-bound book of 12 heavy board pages describing features of the camera, a set of 10 easeled counter cards identical with 


pages of the book, a set of window paper and a set of ‘’Fresh Minox Film” 


streamers. 


Versatile Sales Cool 


provides low-cost promotion package 


Careful attention to detail and 
versatility of use mark the new 
Minox sales promotion package de- 
signed for effective use by photo- 
graphic retailers. 

Minox is a German made camera, 
distributed solely in the U. S. by 
Kling Photo Corp., New York. The 
sales promotion package was de- 
veloped for Kling by its agency, 
Herbert Baker Advertising Inc., 
Chicago. 

The package includes four items: 


e A Minox sales tool—an 1144x1012” 
plastic-bound book containing 12 
pages of heavy board, each describ- 
ing a different feature of the camera. 


e A set of 10 easeled counter cards, 
which are identical with pages of 
the sales tool. 


Minox, the diminutive German candid camera, is winning 
extra promotion from American photo dealers — thanks 


to an unusual sales tool with a multitude of uses. 


e A similar set of window signs. 


e A set of “Fresh Minox Film” 
streamers, which can be used as 
shelf strips and in windows and on 
counters. 


>The materials have been designed 
to offer dealers a multiplicity of uses. 
The counter cards, for example, are 
almost perfect squares. Dealers can 
use them in a line, in a square, 
stapled to a pole, as accordion de- 
signs—in fact, there is hardly a dis- 
play application that is not possible. 

Of immediate interest, however, is 
the sales tool. Telling the complete 
Minox story with pictures and copy, 
it is designed to be kept on the 
dealer’s counter in easy reach of 
sales personnel and to be used to 
illustrate the Minox story to cus- 
tomers. 


>Here’s what the sales tool in- 
cludes: 


e Page 1 shows an actual contact 
print of a Minox negative, plus the 
enlargement obtained 
Minox negatives. 


from the 


e Page 2 shows the normal black 
and white print sizes that are re- 
turned from Minox Processing Lab- 
oratories and the film wallet that 
stores the negatives. 

e Page 3 illustrates Minox color 
prints. 

e Page 4 shows actual-size pictures 
of the gold plated model Minox, 
called “the world’s smallest precision 
camera.” 

e Page 5 continues the story of the 
preceding page with an illustrated 
picture, again actual size, of a Minox 


Window & Store Displays + 89 





Display Applications . Offering a va- 
riety of uses, the square counter cards 
can be used in a line, in a square, stapled 


to a pole, or as accordion designs 


camera showing shutter speeds, 
weight, size, focusing range and 
other details. 

e Page 6 illustrates the exposure 
meter features. 

e Following pages illustrate the 
complete line of Minox accessories, 


laboratory and projection equip- 
ment. 

The complete price list is included 
on the last page and the inside back 
cover of the sales tool. 44 


Advertising Gets Boost 
By Postmarked Mail 


A consistent boost has been given 
to advertising by a special postmark 
imprint on the outgoing mails of the 
Sidney Clayton & Associates Adver- 
tising Agency, Chicago. 

With the feeling that not enough 
was being said about the benefits to 
the public through advertising, Sid- 
ney Clayton—head of the agency— 
decided that his own agency’s post- 
mark advertising would be one small 
way to give advertising the boost it 
deserves but frequently doesn’t get. 

The specially imprinted postmark 
reads, “Advertising makes jobs - 
lowers prices—sells goods.” 44 


Shipping Carton Doubles 
As Clever Display Unit 

A new supermarket type of ship- 
ping carton which doubles as a dis- 


play unit is now being used by the 
R. E. Dietz Co., Syracuse, N. Y., for 


Double-Duty Unit . . . Housing the new 
Electric Comet lanterns, the new style car- 
ton can be used for shipping or display. 


the shipping and display of its little 
red Electric Comet lanterns. 

Unlike a standard shipping car- 
ton, the new box bears red and blue 
artwork, which lends color to a dis- 
play room. It can be used for either 
counter or window display, or it can 
be stacked on the floor with the top 
container opened. The carton was 
developed with the help of Robert 
Gair Co. Inc., New York. 

The display unit can be made by 
slitting the front corners of the car- 





’ ; es 
POPAI’S tenth annual symposium and exhibit 
APRIL 10th, 11th and 12th 


HOTEL SHERATON-ASTOR - 
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new ideas in animation with 
HANKSCRAFT 


battery-operated 


DISPLAY MOTORS 


NEW YORK CITY 


WAdy, WA Map y 
if Gite Ne 1 — 


HANKSCRAFT 
COMPANY 


Reedsburg, Wisconsin 


Don’t miss the action-packed Hanks- 
craft display at Booth No. 1 at the 
POPAI Exhibit. See the latest models 
and the latest uses of the versatile 
Hankscraft display motors. Low-cost, 
trouble-free Hankscraft motors op- 
erate for weeks without attention— 
and on ordinary flashlight batteries! 


lac 
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ton and bending back a scored sec- 
tion to form a shelf. Three lanterns 
can then be put back in the box, and 
the other three lanterns placed on 
the improvised shelf. 44 


Clever “Fanny” Display 
Gets Credit for Success 


It’s news in advertising when show 
business picks up the famous slogan, 
“It pays to advertise,’ breaks a few 
rules, and winds up with a fabulous 
selling success! 

Such is the case of Broadway pro- 
ducer David Merrick and his hit 
musical, “Fanny.” When the musical 
was produced in the fall of 1954, Mer- 
rick knew he had a good thing, and 
he proved it by backing it with an 
advertising budget that was nearly 
triple the amount ordinarily spent 
in advertising for a similar period. 

Despite the fact that this show was 
a “commodity” that could only be 
seen and used in New York City, ads 
for “Fanny” began to appear in out- 
of-town newspapers as well as the 
New York papers. 

The newspaper advertising was 
supplemented with a healthy sched- 
ule of ads in national magazines plus 
a liberal sprinkling of radio spots. 

Then, just to make sure he hadn‘t 
missed anyone, Merrick ran “Fanny” 
ads in ocean liner newspapers, air- 
line magazines and the international 
editions of the New York Times and 
the Herald Tribune. 

Even a trademark was developed 


ALLA 


ee 
PS 


Buoadway's Most Memorable Musical 
EZIO PINZA WALTER SLEZAK « 


“FANNY” 


MAJESTIC THEATRE wee: aarn sr 


No Help Needed! Rounding out a 
year of success, producer David Merrick 
publicized ‘’Fanny’s” first birthday with a 
novel display ad in the New York papers 








new display dimensions 
get selling action... 


at counter-card cost! 
& ° 
e 


QUEER IE cisptoy# 


... bring to life the saleable features of 
every product you promote. No cardboard 
mounting is needed—greater economy! No limitation 
on design—infinite new shapes! No moving parts 
—sets up in seconds anywhere! 
Display specialists at Chicago Show 
are ready now, to create a 

sales-stimulating Squee-zel for you! 


EXCLUSIVE WITH 


4d other aul) TA Cities 


Trademark 
Squee-zel 
Registered 


CHICAGO SHOW PRINTING COMPANY «+ 2626 N. Kildare Ave. + Chicago 39 


U.S. Patent Nos. 2555986 and 2654970, other patents granted and pending. Trademark Squee-zel Registered 
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for “Fanny.” Humorous and appeal- 


Faia, : 
ing, the character sketches were fea- 
tured on tv, as well as 24-sheet post- 
ers on subway car cards, taxi cards 
yes You —— and railroad station displays. 


At the end of its first year’s run— 

a ll having never left New York City— 

F & © 4 | NJ oe ; ONAL “Fanny” had a long string of broken 
box office records and had made more 

net profit than any other show on 

For Some Good Advertising ideas? Broadway run for a comparable 


length of time. Producer Merrick 
“blames” it all on advertising! 44 


Why not LOOK ina 


“Creative Uses for 


... Chances are you'll find 
some there that you can put 


to profitable use right away! 


“Creative Uses for FASSON” con- youll find it extremely helpful. 


tains a valuable collection of bul- FASSON self-adhesive papers, foils 
letins and samples which show and films are easily applied without 


and explain many remarkably suc- moisture, heat or glue... and they 


stick tightly to any clean smooth Light Relief Map . . . Typical of Aero’s 
applic ations for FASSON self- surface. large but lightweight relief maps, this one 
. measures 44x36’’, weighs two pounds. 
adhesive papers, foils and films... 
tive Uses for FASSON”, we'll keep 


sending you more “creative bulle- Light Relief Maps 
tins” you'll find useful. Described by Aero 


Information on a series of three- 
dimensional plastic maps for busi- 
ness, school and home are available 
from the Aero Service Corp. of Phil- 
Please rush me ‘Creative Uses for FASSON” adelphia, an aerial MAppINE service. 

Vacuum formed to show hills, val- 
leys and drainage patterns in detailed 
relief, the Aero maps show the hills 
and mountains in “stand-out” third- 
aes ; dimension against the low points on 

the map. 
Printed in several colors on heavy 
Vinylite plastic, the map surfaces 
hs can be marked with soap crayons 
- . « for more details circle 156, page 129 aiiitdenieed ait tales 
Newest in the series is a map of 
Wisconsin, showing more than 2,000 


“eae cities and towns and 500 lakes and 
A hk than any other publication. streams. U.S. and state highways, 
REACHES 


cessful advertising and display 


After you have your file of “Crea- 
everything from attention-getting 


mailing pieces to specialized prod- 


uct feature labels. We're sure 


AVERY Paper Company 
260 Chester Street, Painesville, Ohio 


Name 


Compan ay, 








If sell advertisin airports and other data pertaining 
yn d 8 to Wisconsin are also included. This 


services, materials and map uses a scale of one inch to equal 
* 10 il . 
MORE equipment to or through a 


Other maps in the series include 


ADVERTISING agencies, your adin AR a 64x40” map of the United States, 


y A and relief maps of Canada, Venezu- 

will reach the top in ela, California and New Jersey. A 

response. relief map of Europe will be com- 
pleted late this year, and other con- 
tinental maps are planned. 


ADVERTI S ING R E OQ UI REMENT S Additional information is available. 


For your copy circle No. 113 on the 
Readers’ Service Card inside back cover. 
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New PR Trend 


Flower Shows Bring 
Good-Will to Banks 


By Louis C. Fink 
Advertising Manager 
Trust Company of Georgia, Atlanta 


America’s commercial banks— 
which have been accused of being 
something less than alert when it 
comes to influencing the public fa- 
vorably—are discovering a new 
medium for creating good will, and 
building business in the form of new 
accounts. Put in a crude way, what 
the bankers have done is to trans- 
form their imposing (maybe “aus- 
tere” is the word) lobbies into show 
halls for the benefit of the com- 
munity. 

While bank lobbies probably are 
a little formidable at first glance, 
many of them really display out- 
standing architecture, and they lend 
themselves gracefully to shows of 
many kinds. Open houses, Christmas 
parties and displays of manufactured 
products are an old story in bank 
lobbies these days. The newer trend 
is toward the use of the bank lobby 
as a show place after 
weekends. 

This plan has taken the form of a 
flower show in many cities. In Geor- 
gia, where I write, the Bank of 
Georgia (a comparatively small 
bank) drew 1,500 visitors to such a 
flower show. Then the First National 
Bank and Trust Co. in Macon took 
up the idea and drew thousands of 
visitors—2,500 signed registration 
cards, and many more went through 
the lobby without signing. 


hours or on 


Third Annual 


o 


Third National Bank Lobby... MARCH 14-15 


THIRD NATIONAL BANK 
IN "NASHVILLE 


pA Lame Oe y 
ava EER 
Wey wih And! 


Typical Ad . . . How Nashville Bank ad- 
vertised orchid show held in bank lobby. 


These figures fade into insignifi- 
cance when you hear of the results 
of a very specialized sort of flower 
show: the Orchid Show. One such 
show drew 36,000 visitors to Ameri- 
can Security and Trust Co., Wash- 
ington, D. C. Liberty National Bank 
and Trust, Oklahoma City, Okla., 
estimated its crowd at 20,000. Girard 
Trust Corn Exchange Bank, Phila- 
delphia, has had as many as 17,000 
visitors. Anglo California National 
Bank, Oakland, drew almost 6,000 
visitors, and altogether there have 
been 18 major banks sponsoring Or- 
chid Shows. 

No reliable figures exist on the 
number of bank-sponsored flower 
shows, rose shows, flower arrange- 
ment exhibitions and so on. There 
seems to be a universal appeal in 
flowers—and especially in orchids— 
that attracts crowds. Psychologi- 
cally, the result is that the visitors 
like flowers, they like the beauty 
they see on display in the bank lobby 
and they come away from their visit 
with a liking for the bank. 


> Bankers who have been through 
the ordeal of staging a show say that 
it means plenty of work. The cost 
may be high for a bank’s small ad- 
vertising budget—up to $10,000 in 
some cases. The first show always 
costs the most, because there are us- 
ually some exhibit booths to be built 
—the flower experts call them 
“niches.” Furthermore, the entire 
bank staff has to pitch in, from the 
janitor who waters the flowers to 
the secretaries who stand on their 
feet ten hours, acting as hostesses. 

Those who have been through the 
mill say that the success of any 
flower show depends on getting the 
cooperation—in advance—of your lo- 
cal garden clubs. If you are planning 
a competition for floral arrange- 
ments, you'll need accredited judges. 
With an orchid show, seek out the 
support of the local branch of the 
American Orchid Society. With any 
type of flower show, local growers 
and florists will want to exhibit, and 
experience has shown that orchid 
growers—amateur as well as profes- 
sional—will literally travel across the 
continent for the chance to win a 
blue ribbon. 

From the banks who have spon- 
sored such flower shows comes word 
that they are worth the effort. Many 
people who have been reluctant to 
step into an imposing bank have done 
so for the first time. They meet the 
pretty tellers and the friendly loan 
officers. They enjoy the flowers, look 
around the bank and perhaps have 
light refreshments. They go away 
with the feeling that the bank has a 
pretty nice bunch of people after all. 

44 


CELLULOSE ACETATE 


eel e:S 


VINYLITE 
POLYSTYRENE 
POLYETHYLENE 


ACETATE BUTYRATE 


1 
MPSS ee a 


2814 Fullerton Ave Chicago oA il 


Eastern " 
1647.49 Henvis St, iladelphia 40 Po 
WRITE FOR INFORMATIVE FREE BOOKLETS 
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THIS 


Leon Pewwerton? 


IS YOURS FOR 
THE ASKING! 


Pray 


CLAMOUR | 


ol bh Pt VES a 


It’s the quick, 
easy way to come 
up with LIVE-WIRE 
IDEAS that pay off BIG! 


HOLLYWOOD 
BANNERS 


116 East 32nd Street, New York 16, N.Y 
Telephone: ORegon 9-4790 
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Synchronous Accuracy 


for all ADVERTISING CLOCKS 
up to 26" under glass... 


SYNC WOL 


CLOCK MOVEMENTS : The Cinesalesman . . . A continuous pro- 


jector for sales presentations developed by 
Busch Film & Equipment Co 
SYNCHRON Clock Movements are the choice of the industry 


+++ product of 48 years experience manufacturing timing mechanisms. 


ss Busch Film Co. Develops 
Easily mounted in any position . . . self-starting, with life-time lubrication Cc Co eve Op 
. rear or bottom set... with or without dustproof cases .. . synchronous 


operation for maximum accuracy. Special action movements available. Mechanical Salesman 


; i ’ Complete information on the “Cin- 
Write for engineering data or contact your nearest SYNCHRON representative. * : ; 
Our engineers will work with you in developing special applications. esalesman, a continuous motion 
picture projector, is available in a 
FACTORY RH Winslow & octet stn Se. New York . folder offered by Busch Film and 
REPRESENTATIVES | Cabie-Hight Con 1900 fuchd’ Ave. Cleveland, Ohio \"#* Cl myepeaent Ge., Ragu, Wich. 
Lawrence Sales Co., P. O. Box 13026, Dallas, Texas A mechanical “salesman” designed 
ennai 4 for salesmen, the unit projects either 
HANSEN MANUFACTURING CO., INC. meneanea color or black and white 16 mm 
movies. Able to run up to 22 minutes 
with sound film and 32 minutes with 
silent, before repeating, the “Cine- 
salesman” is designed to get the 
whole sales story across to the pros- 
pect without interruptions. 
. for more details circle 215, page 129 Using a 10x13” built-in simulated 
tv screen, the unit needs no “set-up” 


or extra equipment. A 750 watt pro- 
Designed BY Raymond Loewy § ::.: t. A750. 
* 


Makers of SYNCHRON Timing Motors, Timing Machines, Clock 
Movements, and Magna-Torc D.C. Motors. 


ay 
‘ht “Workhorse of the industry” 


MEMBER “<= 


jection lamp provides a bright, clear 


picture even under adversely lighted 
Produced for “ 


conditions, the company says. 

CANADA DRY Completely portable — everything 
required to show films is complete in 

the 12x14x22” case—the “Cinesales- 


man” weighs but 40 pounds. 
The folder also contains a series of 
illustrations showing Busch’s me- 
chanical “salesman” at work. 
F r Op rcl N 103 on e 
The New Canada Dry Sinadens’ Sues ‘coe inside acm 
— "=" DECAL WINDOW VALANCE PROGRAM 
vilege 
Panel 


= +e4 A decal store window valance program carries 
emcensmcromam eat your message directly to the point of sale—and 
rte thete the advertising space is yours without cost. 
MEATS es Designed by Raymond Loewy, this new 
Meyercord-produced decal program includes vO Bis) ee 
i pictorials of seven Canada Dry products, an elena 
“ADvisor” Book FREE ample selection of store privilege panels, with jLAsSaR po Avted 
There’s no cost or obliga- —_ strong emphasis on the new Canada Dry shield. 
tion to get the full facts The new decal valance program ties in with 
about Meyercord Decal Canada Dry’s truck signs and other advertising 
Service and facilities. Send media. Whether your requirements call for a 
for the — ‘AD- simple spot window decal sign or a full fledged : 
ane ‘i. on your a decal window valance program . . . get the a er: ae a oe 
pany letterhead. Drop us _ full story on Meyercord’s complete art, creative, — - “a . <a i er 
a note today! engineering and production facilities. TES TS Say VES TEMES OF 
tv. The promotion was carried throughout 


the entire bank, with lobby and floor dis- 
THE MEYERCORD CO. DEPT. P-207 


plays and signs in the elevators in addition 
5323 WEST LAKE ST 


7 e * = | ; u” < u“ 
OLB LD Le aL CHICAGO 44, ILL. to the window display. The ‘tennis ball 


was cut in half to give the illusion of com- 
. for more details circle 233, page 129 ing through the glass 
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...@ new approach for packaging 


By L. E. Gallagher 


American manufacturers spend ap- 
proximately 10 billion dollars a year 
for packaging. But when you theor- 
ize that the major cigarette makers 
pass up the equivalent impressions 
of 192 full pages of Life magazine, 
and the food manufacturers com- 
plain that supers won’t use point-of- 
purchase materials, you wonder if 
these packaging dollars are really 
working. 

To help make your packaging dol- 
lars work harder, look to your agen- 
cy for advice. It represents the 


primary source which can add 


“massmanship” to your 
package. 
What is “massmanship”? 
Simply defined, it’s the action pro- 
duced by showing the other fellow 
what’s in it for him, the extras. 


product's 


> Today we're in a “massmanship” 
market. Salesmanship is more and 
more dependent on “massmanship” 
devices — our advertising, merchan- 
dising, display and promotional effort 
is geared to move merchandise in 
volume. 

To attain this volume, most com- 
panies use the technique of showing 
the other fellow what’s in it for him. 
At the distributor, jobber or broker 
levels, there are special discounts, 
consignment, trips to Bermuda, co-op 
deals and heavy promotional sched- 
ules. 

For the retail salesman, there are 
special training programs, spiffs, 
PM’s and contests to guarantee extra 
sales effort. 

For the consumer, the manufac- 
turer promotes the “extras” with 


user benefit ads, two for one sales, 
price, coupons and premiums, to 
name a few. 

However, the product’s package 
too often neglects to carry through 
on this “massmanship” principle 


>It appears that the major claims 
and the benefits stop with the adver- 
tising, or at best run second place as 
the package is turned over to design. 

I agree that design is of primary 
importance in packaging. But when 
you consider that your product and 
package not only fight for their share 
of spendable income among products 
and promotions of a similar classifi- 
cation, but battle just as directly for 
consumer money with completely 
unrelated and seasonal products, you 
must ask yourself, “Is design 
enough?” 

Even if the consumer benefits of 
using your product and the trade 
benefits of stocking your product are 
constantly promoted, there is no ex- 
cuse to stop there. 

Sell all the way by allowing your 
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package to work. Your product 
works alone too often at the point 
of sale not to carry through your 
“massmanship” appeals on it. 

Now, before you say our com- 
pany’s packaging does these things, 
let's look at a few theoretical “mass- 
manship” techniques for cigarettes 
and automobiles. 


> Please remember that the follow- 
ing examples are only hypothetical 
examples and in no way intended as 
a criticism of these packages. 

Take your package of cigarettes 
from your pocket—my brand happens 
to be Chesterfield. The front of the 
pack reads, “Chesterfield Cigar- 
ettes”; so does the back. 

What if the front and back said, 
“Try Chesterfield Cigarettes, They 
Satisfy.” Let the words “try” and 
“they satisfy” appear only slightly 
smaller than the brand name. This 
now gives you a miniature poster. 

Twenty and more times a day, I 
take out my pack; I leave it on my 
desk; I’m constantly with people. 
Multiply this by the number of Ches- 
terfield users times the billions of 
packs per year and I think you'll see 
that this action suggestion, this 
“massmanship” device on the pack- 
age, would approach an impressive 
impressions figure. In fact, 2% bil- 
lion packs, Chesterfield Regular’s 
1952 domestic sales figure, by 13 mil- 
lion, Life’s impressions figure 1954, 
gives you an equivalent of 192 full 
pages. 


> Of course you can say, the pack- 
age already infers this statement, but 
why settle for inference when you 
can add direction. 

What would Camel Cigarettes gain 
by posterizing their pack with “Buy 
Camel Cigarettes, Most People Do.” 
This heavily advertised claim of 
leadership would repeat into the bil- 
lions for free. 

These are examples of “massman- 
ship”; these are examples of the 
package working alone. 

Granted, a few of the cigarette 
makers do carry their advertising 
themes through to their packages, 
but a closer look will show you the 
theme, the promise, the urge to buy 
is sublimated to design. 

In the automobile industry there 
is no package. The package is the car 
itself. However, I can’t help but spec- 
ulate on the advantages of the new 
56 Ford campaign if taken all the 
way. What if directly beneath the 
trunk handle, in a fine chrome script, 
appeared the statement: Ford is 
Safer. 


>Once again multiply the “what’s 
in it for you” impressions the two 
million and more 56 Fords traveling 
the nation’s highways would register 
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day in and day out from US 1 to 
US 830. 

There will be those who say you 
can’t commercialize these products 
to this extent. Why? 

The food field is undoubtedly the 
leader in taking its ad claims straight 
through to the packaging, especially 
the cereal and soap people. But even 
in a good percentage of these prod- 
ucts, too many bury their action rea- 
sons for buying in the design. 

Suppose the Worcestershire Sauce 
makers did nothing more with the 
present packages than add a bold 
face message, “Need More Sauce?” 

First, it’s a point of sale aid to help 
movement, and second, it could speed 
consumption in the home and restau- 
rant, since this bottle’s on the table 
urging heavier use during the meal. 


> With more and more super mar- 
kets, drug stores and department 
stores eliminating manufacturer dis- 
play and point of sale materials, it 
makes sense to put some p-o-p mes- 
sage on the package. Why ship in 
thousands of cases of goods a month 
that state only a name, when that 
same package can give a reason for 
buying and tell ’em to buy. 

If you want a little proof that per- 
haps too much packaging is depend- 
ent on design, spend an hour or two 
in a super market or drug store. Pick 
up the packages, examine them for 
their selling value as a unit. Attempt 
to reason why you'd quickly buy 
from the package alone. 

The customer does every day! 

Last week I purposely overheard 
two women in a super market trying 
to decide which one of three brands 
of hot dog relish to buy. It took only 
a minute. 


e Brand A’s label simply said, 
“Brand A’s Hot Dog Relish.” 

e Brand B’s label was a repeat of 
Brand A’s, except it pictured a hot 
dog with relish. 

e Brand C’s label carried the brand 
name and three words in big type: 
Sweet And Hot. 

e Brand B was already in the push 
cart when one of the women said, 
“This sweet and hot sounds good— 
let’s take it.” 

e Back went Brand B—“sweet and 
hot” closed the sale—the package 
alone provided the action to buy. 
Price on all three was identical. 


To incorporate “massmanship” in 
your packaging may take only one 
word. It may take one sentence. But 
don’t hesitate to use the newspaper 
approach in preference to billboard 
if it takes 1,000 words to get your 
“what’s in it” reasons across. 


> Remember, we’re mostly in an age 
of self-service whether the individ- 
ual retail outlet is set up for it or 


not. And often your package is about 
the only sales training course the re- 
tail clerk or salesman comes in con- 
tact with. This is the same clerk you 
say gives you little if any help— 
another reason why your package 
should be designed to carry a load. 

If you happen to be the maker of 
boxed chocolate candies, why not 
add the line to your package: “It’s 
traditional, the giver gets a kiss.” 

These seven words can produce 
action by showing the buyer the ex- 
tras in it for him. 

That’s “massmanship.” 

On your next packaging problem, 
let the designers design, but give 
your agency an opportunity to take 
your advertising all the way—to add 
“massmanship.” 

I’m positive they won’t ruin the 
design—in fact, sales results always 
make the package look prettier. 44 


Booklet Gives Advantages 
Of Ads on Shipping Boxes 


Facts and figures on the advan- 
tages of advertising on shipping con- 
tainers are offered in “Advertising 
on Containers,” a booklet published 
by Stone Container Corp., Chicago. 

Maintaining that each shipping 
container actually becomes a travel- 
ing billboard, the booklet contains 
results of an independent survey re- 
vealing that the average container 
shipped may be seen by up to 1,100 
people. 

Profusely illustrated, the booklet 
shows examples of container adver- 
tising by many of America’s leading 
companies, and gives a helpful list of 
do’s and don’t’s in preparing effective 
advertising on containers. 

“Advertising on Containers” also 
includes an interesting comparison 
sheet giving figures on the cost of 
advertising on containers as com- 
pared with other media, including di- 
rect mail, television, radio, magazines 
and newspapers. 


Readers’ Service Card inside back cover. 
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competitors 


you have! 


PACKAGING MATERIALS 


TH OG 


SA PH Y 


Ever try figuring out the number of 
competitors your product faces daily on the 
shelves of a modern supermarket? Then you 
know there’s no room for guesswork 

about the effectiveness of your package .. . 

it has less than 90 seconds, on the 

average, to attract, tell and sell a customer 
before a rival takes over! 

Packaging that sells is more than just 
material and ink... it’s knowledge applied 
and backed by experience at work for 

you every hour of the day. It’s salesmanship 
built in by Milprint’s unequalled 
background and facilities, when you call 
your Milprint man — first! 


GENERAL OFFICES, MILWAUKEE, WISCONSIN 
SALES OFFICES IN PRINCIPAL CITIES 


Printed Cellophane, Pliofilm, Polyethylene, Saran, Acetate 
Glassine, Vitafilm, Foils, Laminations, Folding Cartons 


Bags, Lithographed Displays, Printed Promotional Material 
I 
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Marked Copy and Planned Layouts Provide 


Localized Ads for General Petroleum Corp. 


By Phil Seitz 
AR Los Angeles Correspondent 


Seeking to localize the impact of 
Oil Progress Week (Oct. 9-15), Gen- 
eral Petroleum Corp., Los Angeles, 
came up with a specially developed 
newspaper ad which featured pic- 
tures of the local agent and copy 
lauding him by name for his contri- 
bution to the community. The ad ran 
in 240 dailies and weeklies in Cali- 
fornia, Oregon, Washington, Arizona, 
Utah, Nevada and Idaho. 

The special ad was conceived by 
W. B. Curtis, public relations direc- 
tor, as a pinpoint approach to the 
objective of making the public aware 
of Oil Progress Week. The details 
were worked out by Jack Leener 
and Tom Shea of Stromberger, La 
Vene, McKenzie, General Petro- 
leum’s agency, and Dick Miller, Los 
Angeles representative of the Cali- 
fornia Newspaper Publishers Assn. 

The first step was the setting up 
of a newspaper list for each town or 
city where General Petroleum has a 
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distributor, wholesale agent or com- 
pany representative. 


>The newspapers carrying the ad 
were then asked to photograph the 
local man and were provided with 
complete instructions for incorporat- 
ing the picture and man’s name in 
the basic layout and copy supplied 
by the agency. 

The copy instructions were in three 
parts: 


e Copy marked for type-setting, 
with places indicated where the local 
man’s name should be inserted. 


e A layout showing the positioning 
of the picture and copy. 


which included 
“Please have the 
enclosed copy typeset according to 
the layout. A mat is supplied for the 
Mobilgas shield. 

“When contacting the person for 
the photograph, you can check the 
correct spelling for name, firm name, 
classification (wholesale agent or 
distributor), address, etc. This is to 


sheet, 
these directions: 


e A cover 


be set under the headline above the 
body copy. All fill-in material for the 
body copy will be supplied by the 
man being photographed. 

“Thank you for your time and 
careful attention to these instruc- 
tions.” 

The result was an ad that was 
specific to each community and one 
that created very favorable reaction 
on the part of local men, who were 
pleased with being termed “A Very 
Important Man” to their community 
over the signature of General Pe- 
troleum. 44 
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Localized Ad Carefully marked copy 
and planned layouts (above) result in 
finished ads like this, which please local 
General Petroleum dealers and get results 


in community newspapers 





Airline Promotes Travel 
With Western Saddlebags 


> Cd 


Western saddlebag-portfolios are 


being used by American Airlines as s 
“gimmick” mailings to promote A.A. 4 rj 
travel with agents selling Arizona a avian Ss 
vacations. . 
Combining atmosphere with prac- y 


ticality, the saddlebags — made of 
heavy “leather-look” paper printed 


with western designs—are approxi- ’ ADVERTISING SPACE 
mately 10x1114” in size, with plenty 


of room for a directory of resort, 
ranch and hotel information and 
sample resort folders. 

Besides making an attractive at- 
mosphere piece for the travel agent 
to leave on his counter, the saddle- 
bag, prepared by Dickie-Raymond, 
Boston, can also be used as a handy 
file for keeping all Arizona material 
together. 44 


If your company uses shipping containers 
this new book is a gold mine of valuable 
information. “Advertising on Containers,” is 
packed with detailed information on how to 
take full advantage of shipping containers as 
a medium for highly effective low-cost ad- 
vertising. It presents results of surveys and 
studies on the subject. It contains many 
ideas for preparing container advertising. 
Some of the country’s leading companies 
have benefited greatly from Stone’s ideas on 
container advertising. You can too. 


THIS FREE BOOK 


- 
! 
tomer’ tries out the View-Master stereo i tells you about it: 


viewer attached to a new display distrib- 
uted by the Douglas Fir Plywood Assn. to 
retail lumber dealers 


Plywood Assn. Develops 
New 3-D Slide Display 


A point of purchase display that 
incorporates a 3-D viewer, seven 
stereoscopic slides and a_ display 
stand has been developed by the 
Douglas Fir Plywood Assn. (Ta- 
coma, Wash.). The display unit is 
being offered by the association to 
28,000 lumber dealers across the U. S. , 

The association, representing the tata lela ke 
93-factory western fir plywood in- SURVEY PROVES 
dustry, conceived of the display to 
appeal to the growing “do it your- EVERY CONTAINER 
self” market. The 15” wide stand 3 ea 
which holds a View-Master stereo- . ae 
scope and reel of seven stereo scenes 
is designed for use on retail lumber 1100 PEOPLE 
dealers’ counters. The stereo slides 
show popular storage units that the 
average “do it yourself’ man can 
build in his own home. 

Attached to the rear of the display 


AR 36 


STONE container corporation 
4202 W. 42ND PLACE « CHICAGO 32, ILLINOIS 


Without obligation please rush me your new FREE 
Book, ‘‘Advertising on Containers.”’ 


£ a. 


vice eNOS eoneooees 


Plants and offices in most principal cities. 
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For sales promotion, advertising 


and informative labeling 
use Avery pressure-sensitive labels 


—what a difference 
they make 
) on the product, 
package and 
at point of sale! 


Avery pressure-sensitive labels can save you 
time, labor and money—they adhere firmly 
to all hard-to-label surfaces without moist- 
ening —surfaces such as cellophane, metallic 
paper, pliofilm, polyethylene, glass, metal, 
plastic, ceramics, varnished cardboard or 
wood. They're practical and economical— 
and as packaging labels—can be applied 
four times as fast as water moistened labels. 
There’s no waste motion in handling or sort- 
ing loose labels—no sticky fingers, messy 
labels, or spoiled packages. 

They can be produced to your exact size, 
shape or color and individually die-cut on 
sheets or in rolls for manual or automatic 
labeling —and you can depend upon Avery’s 
fast delivery promises! 

Dramatize your package the easy way—cut 
labeling costs—build sales with AVERY 
pressure-sensitive labels! Ask for samples 


and further information. DO IT NOW! 


PRESSURE-SENSITIVE 


NEW! 


LABELING IS 
FAST AND EASY 
WITH AVERY'S 
NEW “55” 
ELECTRIC 
DISPENSER 


It’s completely 
automatic — ask for 
a demonstration! 


AVERY ADHESIVE LABEL CORP. Div. 113 
1616 S. California Ave., Monrovia, Calif. 


117 Liberty Street, New York 6 


608 S. Dearborn Street, Chicago 5 


Send me free samples and information on Avery 


Pressure-Sensitive Labels. 


I'd like to know more about the new “55” dispenser. 
] Please have the Avery man call. 


Kum-Kleen Perma-Grip NAME 
when you when you 
wanta wanta 
REMOVABLE PERMANENT 


label * ta ADDRESS_ 


OUR BUSINESS IS 
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is a wire basket that holds building 
plans for each of the storage units 
shown in the View-Master. The 
viewer is attached to the display with 
a light chain. 

The viewer is offered free at retail 
lumber dealer conventions and is 
otherwise sold to the dealer, com- 
plete with the stand, basket and spec- 
ifications for $2 a set. Additional 
stereo reels for the viewers, showing 
new storage units, will be released 
and will be offered to the dealers at 
50¢ each. 44 


Publisher Gives “Pitch” 


In Personalized Booklet 


Hitchcock Publishing Co., Whea- 
ton, Ill., has devised a personalized 
booklet as an advance agent for its 
monthly Machine and Tool Blue 
Book. 

A direct mail piece, the 24-page 
folder is personalized to the extent 
that the Hitchcock representative 
was photographically pictured in 
various poses on 15 of the pages. 

Each of the 10 Hitchcock repre- 
sentatives received 300 of these fold- 
ers, illustrated with his own picture 
on the cover and throughout the 
booklet. 

Entitled, “Let me take you on an 
excursion,’ the folder gives the com- 
plete Machine and Tool Blue Book 
story. 

Hitchcock men report a greater 
than usual interest in the informa- 
tion contained in the brochure, as the 
space buyer invariably makes some 
comment about the “model,” who at 
that moment is sitting across his 
desk. 44 


‘ FIRE EXTINGUISHER : 
= KILLS FIRE. |) 


Best Package Award . . . Designed with 
a fire chief's hat as a closure and a dis- 
tinctive label, extinguished by Marlowe 
Chemical Co. Inc., New York, took first 
prize in contest sponsored by Chemical 
Specialties Manufacturers Assn 





By Alan Berni 

President 

Alan Berni and Associates Inc 
New York 


The crystal ball boys in marketing 
say we are approaching an era when 
the package must be an ad in itself, 
on top of its other jobs. They’re right 
except for one detail, tense. We've 
been at that point for some time. 

We package designers, watching 
shoppers in action, have promoted 
this idea for years. In fact, we helped 
it grow up. 

Every day now, thanks to this 
new, welcome national prosperity, 
more people have extra money to 
spend. They want new, different 
thrills for that money. They want to 
get out of a rut of cost-of-living 
products and live it up a little. 

In this frame of mind, they go into 
the market, eagerly seeking new, 
tastier things to eat, better beauty 
aids, clothing, appliances,—anything 
and everything to help them get 
more out of life, now. 

They find new things, too. Lots of 
them. Things they hadn't dared think 
about before, because they felt they 
couldn't afford them. 


¥ 
z 
oh 
e* 


It's come to a point where the package must be an 


ad in itself. This requires a special kind of copy. 


A leading package designer presents a list of 


12 basic rules for preparing such copy. 


>In the food market, for instance, 
they find a lot of new convenience 
foods. “Kitchen Ready”; “Heat and 
Serve.” These are headlines they see 
on packages, followed by exciting 
new menu ideas. So, up one aisle and 
down the next they go, hunting new 
ways to pep up their home meals. 

Knowing they have a lot to learn, 
they’re anxious to get started. So 
they pick up an unfamiliar package 
from a mass display to see what it’s 
all about. 

That’s where package design goes 
to work, where the selling power of 
package advertising meets its acid 
test. Now the package copy writer is 
up to bat. 

Package copy is like, but not a 
duplicate of, other selling copy. Its 
rules are stricter. It must produce 
action now, or else. We in package 
design know these rules and how to 
make them work. That’s one big rea- 
son why we've earned our place on 
the marketing team. 


> Here are the basic rules: 


e Get to understand shoppers in ac- 
tion . . . Get into the stores where 
this product is sold. See what shop- 


pers do, how they act. They pick up 
a package for just one reason,—to 
get news and ideas about the product 
and how it will help them be better 
homemakers. They are the people 
you must reach. Concentrate on 
them. 


e Be practical ... In your mind, put 
a chair beside your desk and sit a 
shopper down in it, a typical house- 
wife who should be interested in this 
product. Tell her, in simple language, 
what she needs to know. Be as inter- 
esting and helpful as you can, but 
brief. She hasn’t too much time to 
listen. 


e Take shopper interest for granted 
. Capturing attention of uninter- 
ested people isn’t your job. You are 
to talk sense to an immediate pros- 
pect who wants to learn something 
that will help her. You have her 
whole ear. 
e Outline your story first... Try to 
visualize your whole message, where 
you want to go, before you start to 
put it on paper. 


e Bea good reporter... Good pack- 
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aad mT eT 
you money, time and effort 


a SLT ATT 
gummed paper for every job 


Be a “wise owl.” Get this kit 
containing Flat-as-a-pancake gummed 
papers. You'll have a visual 
demonstration of their printing 
qualities in both offset and letterpress. 
A Gumming Selector and Printing 
Surface Specifier are included 
to give you the most efficient and 
effective guide yet devised for 
the proper use of gummed paper. 
Ask for kit 236. 
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galaxies of ‘em 
for your 


THINKER-UPPER 


... every week in 


AA 


(Advertising Age) 


the weekly newspaper 
of IDEAS in marketing 


See for yourself what AA can do 
for your thinker-upper. Try a 
year’s (52 issues) subscription 
for only $3. Anytime you're not 


satisfied, you get your money 
back. 


Send order today to: 


ADVERTISING AGE 
Dept. AR-2 
200 E. Illinois St. 
Chicago, Ill. 
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age copy is good news reporting. The 
news itself is all that matters—facts, 
told clearly, accurately, briefly, in 
logical order. 


e Write a series of “headlines”... 
key reasons why a shopper should 
buy this product now. If you make 
enough sales calls, sooner or later 
you'll hit pay dirt. So too with head- 
lines. Write a lot of them. Chances 
are you'll come up with several real- 
ly good ones. Keep at it. Such effort 
is self-priming and thrives on exer- 
cise. 


e With each headline, describe a 
picture to go with it ... the product 
in use, or ready to enjoy. What pic- 
ture would make you buy this item? 
What words could this picture re- 
place? 


e Be a good editor ... Get and hold 
readers by giving interesting useful 
information. Study the articles in 
publications your client uses. What 
makes them interesting? Get that 
feeling into your copy. 


e Try switching emphasis . . . Go 
over each argument as you have 
written it and without cutting any 
key words, switch it end for end. 
Results can be stronger, sometimes 
dynamite. 


e Don’t argue or beg .. . Be sure 
of your facts, then state them simply, 
not as a fighter, but as a friendly 
adviser. Don’t ask shoppers to do 
something just to oblige you. Give 
them a tip they can use to help them- 
selves. 


e Throw out “deadhead” and “40- 
cent” words ... Use primer language. 
Stick to short, clear, and, if possible, 
one-syllable words. Try for better, 
more vivid, dynamic action words. 
Any copy, no matter how well you 
like it, is usually better after you 
shorten it. Say the things that count, 
but say them fast. Terse phrases pack 
the most punch. 


e Read your copy aloud ... Be your 
own worst critic. Be hard to satisfy. 
Set yourself tough standards, then 
work to meet them. Remember, your 
prospect has only so much time and 
capacity to absorb new ideas. Be 
sure she gets exactly what you mean. 
Be convincing, because belief is the 
real root of a buying impulse. 


“Perma-Stik” Holders 
Developed For Labels 


Plastic holders called ‘“Perma- 
Stik” have been developed by Office 
Products Inc., Detroit, to meet label- 
ing problems. 

Designed to be used on desk trays, 


cabinet drawers, display units, 
shelves and storage bins, “Perma- 
Stik” will not warp, curl or crack 
and will keep labels attractive and in 
place for an indefinite length of time, 
according to the company. 

Easy to apply, the labels require 
only four simple steps: 


e Snip ... the label holder to de- 
sired length with scissors. 

e Strip ... the backing to expose 
activated adhesive. 

e Stick ... the label holder to any 
clean surface with just finger pres- 
sure. 

e Insert .. . label or card in holder 
in any one of three open sides. 


Packaged in individual plastic 
packages containing 10 6” holders 
and 10 label cards, “Perma-Stiks” 
come in three standard sizes, 1x6", 
34x6” and 1x6”. Special sizes are 
available on request. 


— — 
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Playbill Tie-In Cover of Steel- 
master’s old-fashioned playbill promotion 
piece which tied in with Broadway play. 


Broadway Play Makes 
Tie-In for Steelmaster 


A natural tie-in with its products 
was achieved by Art Steel Sales Co.., 
New York, manufacturer of the 
Steelmaster line of office equipment, 
when it took advantage of the 
Broadway comedy, “The Desk Set.” 

Steelmaster prepared an old style 
type of playbill, which it sent to its 
dealers with an invitation to attend 
the play. 

The playbill featured an office 
equipment “cast,” which described 
in “show business” language items 
in the Steelmaster line. The back 
page of the four-page showbill listed 
“other Steelmaster star performers,” 
with illustrations and descriptions 
of the items. 44 





By J. J. Delaney 
Advertising Manager 
Sinclair Refining Co. 

New York, N. Y. 


Direct mail is a major selling tool 
of the independent gasoline dealer, 
according to a recent survey con- 
ducted by the Sinclair Refining Co. 
in 27 states east of the Rockies. Over 
55° of the dealers use the medium 
and feel definitely that it pays off at 
the cash register. 

The survey, which consisted of ap- 
proximately 1,500 interviews with 
Sinclair dealers throughout the oil 
company’s marketing territory, was 
designed primarily to acquaint Sin- 
clair management with the dealer’s 
operation as part of the company’s 
dealer assistance program. It was 
conducted anonymously by Daniel 
Starch, so that a true picture of con- 
ditions might be obtained. 

The returns proved conclusively 
that direct mail is important in the 
average dealer’s selling operation. 
Sixty-one per cent of the dealers 


Direct Mail 
Rates High 
With Dealers 


Sinclair Oil Co. conducted a survey among its 


independent dealers. The returns proved conclu- 


sively that direct mail is very important in the 


maintain a list of steady customers 
and two-thirds of those have over 
100 names on their list. The average 
list is 167, and the number of mail- 
ings per year is 2.5. An amazingly 
high percentage of 86.5 feel that 
mailings bring in added business, 
both from established customers and 
from prospects turned into cus- 
tomers. 


>Sinclair has a long record in the 
field of direct mail. Sinclair “Picture 
News,” an elaborate 16-page color 
magazine published by the company 
for mailing to the dealer’s prospects 
and customers, is now in its twenty- 
third year. The recent survey showed 
that almost every one of the dealers 
now using it plans to renew his sub- 
scription. According to the Starch 
reports, dealers consider it “good, 
economical advertising” that “pro- 
motes business and brings in new 
customers” and also “creates good 
will.” 

The company also uses direct mail 
to maintain its contact with the 


average dealer's selling operation. 


dealer organization. Principal means 
is the “Sinclair Dealer,’ a monthly 
dealer publication that the survey 
shows is very well received in the 
field. Two-thirds of the dealers read 
every issue and find it helpful in op- 
erating their business. Fifty-two pe: 
cent feel definitely that it has helped 
increase sales. 


> Gratifying to the company and its 
advertising agency, Morey, Humm & 
Johnstone Inc., New York, was the 
discovery that the company’s over- 
all advertising program is_ highly 
thought of by the dealers. According 
to the survey, 79.1°7 feel that the 
company’s makes the 
dealer’s selling job easier and 64.6°, 
report that it has brought in new 
customers. 


advertising 


As a result of the showing made 
by direct mail in the survey, Sinclai: 
launched a “New Customer Round- 
Up” this fall, featuring a letter from 
Sinclair President J. E. Dyer to a list 
of 50 prospects supplied by the 
dealer. Although complete results 
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Psst! Get An AdverKit! 


| Plan colorful campaigns from an ideas 


packed portfolio of over 100 direct mail 
samples. 


Create action-getting, best-of-industry mail- 
ing pieces from a new selection of Jumbo 
Cards, Flash Bulletins, Cartoon Letterheads, 
Eye-Stopper Envelopes, and Gimmick Mail- 
ings. 


All AdverKit items created and pre-printed 
by American Mail Advertising. Your sales 
message easily added using any office du- 
plicator. 





Mail $2.00 for your AdverKit—refundable 
on first order. 


WWM 


INCORPORATED 
610 Newbury Street, Boston 15, Mass 
Tel. COmmonwealth 6-7540 


for more details circle 155, page 129 





All ta notgold that glisteneth. 


MIDDLETON 


Thou said it. No fancy offices here, but our 
Multigraphs, Addressographs, Speedaumats and 
Graphotypes are the newest, our Mail Insert- 
ing Machines the last word; as a matter of 
fact, we look like what we are .. . a ‘not so 
fancy’ but, a darn good letter shop. 


° 
7010 svvearisine SERVICE 
521 S. WABASH AVE. e WA 2-9560 


CHICAGO 5 
Fast and Resourceful Service—Since 1919 


— Reasonable, too! 


Multigreaphing © Mimeegrephing 
Addressing ¢ Meiling © Plate Cutting © Mechanical Addressing 
Printing © Radic & TY orders processed © Complete Mell Compaigns 
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For Sinclair Customers 


... This 16-page magazine,.published for 23 years, is designed 


for mailing to the dealers’ prospects and customers. Dealers consider it an important 
help in bringing in new customers and creating good will. 


are not yet available, early returns 
from areas throughout the country 
indicate that the mailings have been 
successful, bringing in up to five new 
customers per dealer. 

As the average customer buys 700 
gallons of gasoline a year, plus motor 
oil, lubrication, anti-freeze, tires, 
batteries and accessories, the profit 
to the dealer is considerable. 

Here’s conclusive proof, if any 
were needed, that in this age of tv 
and other high-powered advertising 
media, the 3-cent stamp is still a 
mighty potent selling force! 44 


Match Corp. Gives Free 
Dispenser With Order 


As a service to its customers, 
Match Corp. of America, Chicago— 
manufacturer of book matches for 
advertising—packs a free book match 
dispenser in every order for adver- 
tising book matches. 

Printed in two colors on heavy 
cardboard, the dispenser features a 
die-cut hand to display the custom- 


er’s own advertising book match in 
a natural position. 

According to the company, the dis- 
pensers were designed to assist 
customers in the distribution of their 
advertising book matches and have 
been planned to accommodate 10- 
stem, 20-stem, 30-stem and 40-stem 
books. 44 


New Service to Customers . Free dis- 
penser for book matches is now provided 
by Match Corp. of America. 





There’s no business like direct mail business 
when it comes to constant scrutiny of its own 
efforts. Here’s a method of evaluating its own 


direct mail developed for internal use by Old 


a checklist for 


American Insurance Co. 


ISetter Dizeet MN (ail 


A checklist designed for improv- 
ing its direct mail is being success- 
fully used by Old American Insur- 
ance Co., Kansas City, Mo. 

The checklist was described to 
the Mail Advertising Club of Chi- 
cago by Joseph McGee, Old Amer- 
ican Insurance president and re- 
cently-elected president of the 
Direct Mail Advertising Assn. 

“We've just started using the 
checklist,’ Mr. McGee said, “and 
undoubtedly will make many 
changes in it after it has been in 
use a while.” 

Designed to test quality of a mail- 
ing, the questionnaire is built on the 
assumption that all answers are 
“yes” —and users of it are asked posi- 
tive questions and told to check one 
of four replies—excellent, good, fair, 
poor. 

The checklist is divided into four 
categories: 


Outer envelope 

Letter—copy and design 
Business reply envelope 
Order form—copy and design 


Space is provided for an over-all 
rating on each section of the ques- 
tionnaire, as is a space for suggested 
test items, provided to avoid testing 
the same items over and over again. 

“According to our experience,” 
Mr. McGee said, “a mailing contain- 
ing envelope, letter, order form and 
reply envelope works best for us 
hence these are the only items con- 
tained on the checklist.” 

Mr. McGee’s comments on_ the 
questionnaire follow. 

e The outer envelope . .. This is 
important because a good first im- 
pression is necessary. We don’t feel 
it necessary that envelope and let- 
terhead should match, but there 
definitely should be harmony be- 
tween the two. Nor do we go for 
commercial color matches—we fuss 
around until we determine just the 
right shade of any color and then 
stick with that as our standard. 

e The letter ... The first 10 words 
of a letter are more important than 
the next 10,000. There’s always a big 
temptation to hold back your “big 
gun” until the second or third para- 


graph, but it should always be first. 
We also like to see that our writers 
have formed a “bucket- brigade” 
through their letters—in other words, 
each thought or paragraph is joined 
with the one preceding it. Don’t 
write like you talk—but as you 
would like to talk. Convey a feeling 
of friendliness. We like to use a 
postscript to call attention to the 
order form and find that the money 
back guarantee is very important in 
establishing confidence. In our par- 
ticular case, we have found the IBM 
executive type and a blue ink signa- 
ture works best. 

e The business reply envelope 
This should be neat and attractive, 
and should look like a business reply 
envelope if it is to be used as you 
want it to be by the prospect. Actu- 
ally, there is more room for improve- 
ment in business reply envelopes 
than in anything going through the 
mails today. 

e The order form 


Be sure the 
order form fits the reply envelope 
and be sure the reply envelope fits 
the sending envelope. All the key 
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Direct Mail Improvement Checklist 


(Following are the specific questions used in the Old American Insurance Co. check- 


list. Spaces for answers, over-all rating, and suggested test items, all included on the 
questionnaire, have been omitted.) 


a production problem? 
it's all in your mind! 


1, Outer Envelope 


OFFSET PRINTING 


ADDRESSING MAILING 


MULTIGRAPHING 


MIMEOGRAPHING 


PUBLIC 


LETTER & LITHO SERVICE 


57 West Grand 
Chicago 10, Illinois 
DElaware 7-0460 


for more details circle 246, page 129 


Addvertising’s 
BIG SHOW 


PRODUCTION + PROMOTION 
MERCHANDISING 
To see it... 


read ar 


To get init... 


advertise in al 


@ ADVERTISING 
REQUIREMENTS 


THE WECK 


SECRET MESSAGE 
POST CARD 

A powerful direct-mail advertising medium 

@ INVISIBLE PRINTED Message ap- 

pears when card is wetted. When dry 


it disappears. Can be used again 
and again. 


“Has terrific impact” 
Send for Samples and Price List. 


WECK PROCESS CO. 


42 E. 2ist St. New York 10 
. . for more details circle 276, page 129 
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Is the over-all design neat and attractive? 

Is the envelope related to the letterhead design-wise? 

How do you rate the quality of paper stock as to color, opacity, feel? 
Is the printing sharp? 

Is the color of ink right? 

How do you rate the positioning of elements? 

Is this the best form of postage for this mailing? 

Is the envelope easy to handle for inserting? 

Does the window fit the order form exactly? 

How do you rate the mailing piece for size? 


2. Letter 


Does the lead promise a benefit? 

Have you fired your biggest gun first? 

Is there a BIG IDEA behind this letter? 

Does the letter proceed in the logical pattern you have established for the reader? 
Have you formed a “bucket-brigade” through the letter? 

Have we offered proof of the pudding? 

Is it clear how the reader is to order—and did you ask for the order? 

Is the MONEY-BACK GUARANTEE stated clearly? 

Does the letter have a conversational tone? 

Does the letter have “you” attitude? 

Have you used between 70 and 80 words of one syllable for each 100 words written? 
Is there anything at all in the letter which may cause a legal misunderstanding? 
Is the over-all appearance neat and attractive? 

Does the letter have a good postscript which focuses attention on the order form? 
Is the letterhead related to the outer envelope design-wise? 

How do you rate the quality of paper stock as to color, opacity, feel? 

Is the printing sharp? 

Is the ink coverage right? 


How do you rate the letter for such details as proper folding arrangement, use of 


IBM Executive type, use of blue ink for signature? 


3. Business Reply Envelope 


Does the business reply envelope look like a business reply envelope? 
Is it neot and attractive? 

Does it conform exactly to postal regulations? 

Is the printing sharp? 

Are the ink colors right? 

How do you rate the spacing of type elements? 

Is the size adequate to carry the order form back? 

Have we printed “Thank You” under the back flap? 

Does the envelope flap stay closed when glued? 


4, Order Form 


Does the order form completely summarize the proposition so that it stands alone? 
Does the order form tie in with the copy in the letter? 

Is all the information needed for the order handling department shown in the form? 
Is the copy affirmative in nature? 

Are the terms of the offer unmistakably clear? 

Does a Money-Back guarantee (if applicable) appear on the form? 

Is the design neat and attractive? 

How do you rate the border design? 

Is the order form “busy?” 

Does the order form fit as it should if used in a window? 

Is the printing sharp and clear? 

How do you rate the arrangement of elements? 


points of the offer should be in- 
cluded on the order form, and the 
form should not only look like some- 
thing important but should make it 
easy for the prospect to say yes. A 
final word—be sure the reply enve- 


lope including the order form stays 
glued! 

The checklist is under continuing 
scrutiny at Old American Insurance 
Co.,and other categories are expected 
to be included in future lists. 44 





Kodak Develops Electronic 
Brain For Processing Data 


An electronic data processing sys- 
tem — developed to meet the data 
handling requirements found in 
large volume mailing lists—is being 
introduced by Eastman Kodak, 
Rochester, N. Y., and Addressograph- 
Multigraph Corp., Cleveland, Ohio. 

Designed for publishing, mail 
order, direct mail or any other or- 
ganization with a large mailing list, 
the newly developed system is com- 
prised of three major units of Kodak 
equipment: 

e A magnetic-tape-operated elec- 
tronic printer capable of printing 
speeds up to 3,000 lines per minute. 
e A high-speed punched-card-to- 
magnetic tape converter having a 
card-feeding speed of 600 per min- 
ute. 

e A selective magnetic tape record- 
ing system capable of recording data 
contained in punched cards on from 
two to 12 separate tapes. 

Handling 600 cards per minute, 
Kodak’s electronic “brain” photo- 
electrically reads the punched cards 
and selectively records the data on 
one or more tapes according to cus- 
tomers or groups. 

In addition, magazines, bills and 
direct mail promotion can be ad- 
dressed with the use of the Eastman 
Kodak multiple stylus electronic 
printer. At a speed of 3,000 lines per 
minute, this serial-type printer reads 
magnetic tape and prints letters and 
numerals onto rolls of ordinary pa- 
per. Typical four-line addresses are 
printed at the rate of 45,000 per hour, 
while the data can be programmed 
into any sequence desired for print- 
ing by means of a plug-board. 

Manufactured by Eastman Kodak, 
the Electronic Data Processing sys- 
tem will be distributed by Addresso- 
graph-Multigraph. 44 


Merchants Use Direct Mail 
To Lure the Shoppers Back 


Using a cooperative catalog and 
special “shopper” mail pieces, the 
merchants of Rutherford, N.J., found 
an effective direct-mail campaign the 
answer recently to luring customers 
away from giant shopping center 
competition fifteen minutes 
main street. 


from 


The first step in the campaign was 
the preparation of a 40-page catalog. 
By doing most of the production 
themselves, using regular ad mats, 
etc., the merchants kept the cost of 
the catalog down to $10,000, with the 
individual cost to each company ap- 
proximately $200 per page for ad- 
vertising. 


Sent out to some 50,000 homes in 
the area before Christmas, the cata- 
log brought sales up as much as 22% 
over the previous year. 

Besides the initial catalog, the di- 
rect-mail “shoppers” were turned 
out at the rate of four a year. Tying- 
in with some special civic event, the 
“shoppers” offered special values to 
the customer. 


>To back up the direct mail cam- 
paign, “Lollipop House”—a free baby- 
sitting service—was established in a 
three-story house, adjacent to the 
municipal parking area, and one 
block from the downtown shopping 
district. 

Mothers were permitted to check 
the children at “Lollipop House” at 
no charge, providing they presented 
a card signed by any merchant, bank 
or professional person in town. 

With a registered nurse and two 
assistants in charge, the house was 
furnished with toys, tables, chairs, 
and beds. Money for “Lollipop 
House” was raised by taxing mer- 
chants $1 per week for every 15 feet 
of store frontage they had, and a flat 
fee of $2 a week for professionals. 

Additional customer wooing in- 
cluded store modernization, gift 
wrapping sections, free parking lots 
for shoppers, and easier credit terms. 

A blueprint of this experiment in 
merchant cooperation and its amaz- 
ing results is contained in the Feb- 
ruary issue of Housewares Review. 

44 


New Binder Design Lacks 
“Snap-Open” Fasteners 


Samples and price lists on the 
‘“Spinebinder’”—a new type of loose- 
leaf holder for presentations — are 
available from Die Products, Troy, 
Ohio. 

Designed without ring binders and 
traditional “snap-open” fasteners, 
the Spinebinder has a rigid spine, 
featuring easy paper handling. 

Paper is inserted by placing the 
holes of the paper over the Spine- 
binder’s prongs and giving the paper 
a gentle tug to the right. To remove 
a sheet, you simply turn the paper 
over, tug gently to the left and it’s 
out, ready for display or examina- 
tion. 

Available in ten colors —with or 
without imprinting the binder 
comes in four sizes to hold 4%”, 14”, 
38”, and %” thick stacks of paper. 
Each size is built to accommodate 
regular three-hole 812x111” sheets. 

Prices listed range from 24¢ to 34, 
each. 


For your copy circle 
Readers’ Service Card ir 





she handles all the details 


Let Marie handle your complete mailings 
—including multigraphing, mimeograph- 
ing, addressing, fill-in on multigraphed 
letters and planographing. 

Marie keeps your Mailing List up-to- 
date too and frees you from all the detail 
work. 


Direct mail has been our business for 25 
years. We pick up your rush copy, give 
quick service, do accurate work and 
guarantee prompt delivery. 


an Lher Hi OP tn 


431 S. Dearborn St. © Chicago S, Illinois 


. for more details circle 225, page 129 





SEND YOUR CATALOG 


AND 1°' CLASS LETTER 
TOGETHER IN 


De 


Ue ENVELOPE 


@ Envelope compartment is integral 
construction... not pasted on... 
can’t snag or pull loose. 


@ Safety Signal Flap exclusive with 
Du-Plex warns not to overlook 
letter on face. 


@ Write for Du-Plex samples and 
prices .. . No obligation! 


ONVELOPE CORPORATION 
3026 FRANKLIN BLVD., CHICAGO 12, ILL. 


for more details circle 204, page 129 
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Packaging Boosts Circulation 


Newspaper Wrapping Presents a Problem 
But St. Louis Customers Like the Result 


Individual wrapping of home- 
delivered newspapers is not new in 
the newspaper business. In fact, the 
St. Louis Globe-Democrat started 
using flat waxed wrappers for home- 
delivery of individual single copies 
in inclement weather some 20 years 
ago. 

Recent developments within the 
packaging industry, however, may 
make this a more common practice. 
There is, for example, the polyethel- 
ene reusable refrigerator bag the 
Globe-Democrat used for delivery of 
newspapers on a recent Thanksgiv- 
ing. But more about that later. 


>The original flat wrapper used by 
the Globe-Democrat was purchased 
from a local concern—Graham Paper 
Co. The stock was a 35 lb. Kraft 
waxed to 40, size 12x15” at $1.60 
per M. 

In about 1940 Kraft paper in- 
creased in price, but with the co- 
operation of Graham Paper Co. it 
was found the Kraft paper could be 
reduced to 25 lb. in weight and still 
be weather proof. Today the news- 
paper uses a 25 lb. wet strength 
Kraft paper which it finds just as 
efficient as the original 35 lb. Kraft. 

In the early days, the newspaper 
faced no particular problem in wrap- 
ping papers for home delivery. How- 
ever, as the city zone grew larger 
and modern architecture changed the 
face of the city, the circulation de- 
partment began to experience con- 
siderable difficulty with carriers be- 
ing unable to finish their deliveries 
on time. 

What had happened was that 
homes in many cases were placed 
some 100’ or more from the street, 
without porches, and offering no 
protection for a newspaper, even if 
it were placed on the doorknob. In 
addition, thousands of homes in the 
outlying city zone area are built on 
one to five-acre tracts and are set 
back from the entrances 200’ or more. 


> To afford complete protection with 
a flat wrapper, newspapers must be 
placed folded twice in the wrapper, 
bringing both sides of the 12” width 
to the center so that both ends of 
the wrapper will be inside the rolled 
paper. This process consumed about 
twice as much time as ordinary prep- 
aration in the delivery of the daily 
paper. 
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Holiday Newspaper . . . Big issue of St. 
Louis newspaper fits handily in polyethel- 
ene bag. Bag was designed for re-use in 


home refrigerator. 


For more than a year Home De- 
livery Manager J. W. Wendele ex- 
perimented with wraps and finally, 
in the fall of 1948, he started using 
an envelope or bag. 


>The first bag used was a 30 lb. 
white fluted waxed to 36 lb. at ap- 
proximately $3.50 per M in million 
lots, supplied by Central States Pa- 
per & Bag Co. The newspaper has 
since discontinued the use of white, 
as it was found that bleaching the 
paper took out some of the strength 
and the bag didn’t hold up so well in 
storage. The present practice is to 
use a 30 lb. golden brown wet 
strength waxed to 36 lb. flat bag at 
$3.15 per M in million lots. 

The bag, which is 17%” long and 
314” wide, bears the Globe-Demo- 
crat imprint in blue, so there is no 
question as to the contents. “Wide 
Awake St. Louis (with a picture of 
a wide-open eye) reads the Morning 
Globe” is the copy on one side of the 
bag. The other side says, “You saw 
it first in the St. Louis Globe-Demo- 
crat, the day’s first news.” 

An advantage of using the bag is 
that the newspaper is held in place 
by the bag itself, needing no wiring 
or tying, and consequently deliveries 
take about the same time as they 
would with no wrapper at all. In 
addition, of course, subscribers get 
clean, dry newspapers for breakfast 
table home consumption. The dry- 
ness is assured because the news- 
paper expands to completely fill the 
bag, and since both ends are covered, 
there is no possibility of the paper 
getting wet, as was frequently the 
case with flat waxed paper wrappers. 


> While the Globe-Democrat is not 
considering use of the polyethelene 
bag mentioned earlier as a perma- 


nent addition to its wrapping pro- 
gram, the recent Thanksgiving use 
resulted in hundreds of favorable 
comments from readers and an in- 
crease of sales in the circulation area 
of 50% over the same day the previ- 
ous year and 100% over a normal 
publication day. 

One reason for using the polyeth- 
elene bag is that the larger Sunday 
and holiday issues weigh from 1% to 
2 lb. or even more, much too heavy 
a weight for the regular daily bag. 

The material used in the special 
Thanksgiving bag was flat .0015 poly- 
ethelene back seam size 6x20’, also 
produced by Central States Paper & 
Bag Co., printed in one color, blue, 
at a cost of $32 per M in 10,000 lots. 
The cost in quantities of a million 
was about $16 per M. These bags 
bore the same imprint as the paper 
bags. 


>At present the Globe-Democrat 
continues to use some flat wrappers, 
mostly in cases where carriers who 
have been in the business for a num- 
ber of years can’t get accustomed to 
the use of bags. On the whole, how- 
ever, the use of bags is about three 
to one of wrappers. 

Wider use of bags is foreseen by 
the newspaper, which recently has 
learned that by lengthening the daily 
bag 1” it can be made to accommo- 
date a paper twice its size by rolling 
the newspaper the other way. This 
method still provides ample cover- 
age for both ends of the wrapped 
newspaper, and will eliminate the 
need of two sizes of bags to accom- 
modate papers that may vary in size 
from day to day. Three of the paper’s 
carriers bag all their papers each 
day and none of the three has expe- 
rienced any difficulty in showing a 
substantial increase in circulation 
during the past two years, according 
to Mr. Wendele. 44 
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“I like the design you got when you 
spilled the ink!’ 





By Robert F. Degen 

Vice President 

Premium Advertising Assn. 
of America 


There is only one reason why most 
advertisers offer a premium on tv 
or radio—to get new users for their 
products. 

With the premium technique grow- 
ing daily in popularity, and with an 
increase of 15% to 20°. in premium 
usage forecast for this year, every 
advertiser is looking for the most 
effective medium to give his offers 
the edge on competition. 


Printed media and point-of-pur- 
chase have traditionally been most 
used by premium advertisers. The 
advantages of these media can be 
summed up in one word—perman- 
ence. An advertisement in printed 
media can be torn out and studied, 
coupons for sending in an order for 
the premium can be printed in the 
ad to avoid any errors on the re- 
spondent’s part, terms and conditions 
of the offer can be fully stated, even 
though in agate type. 


> Added to all these other assets of 
printed media is the very important 
one of cost. Radio and tv time is 
expensive. 

Despite all the apparent advan- 


tages of print vs. electronics, radio 
and tv still entice the premium ad- 
vertiser. Properly used, these media 
can produce truly spectacular re- 
sults. 

But what is proper use? 

Tests of printed media have shown 
that a premium advertisement not 
only gets greater readership and re- 
call than one without a premium 
offer, but the product copy gets 
much higher ratings as well when 
included in the premium ad. Pre- 
sumably the same principle applies 
to premium offers in radio and tv 
commercials. Nobody knows for 
sure, but if the listener or viewer 
is held at his set during the precious 
commercial time instead of sent to 
the kitchen for some fresh beer or 
cola, even if the offer pulls no re- 
sponse it will have 
making. 


been worth 


> But in the more expensive media, 
the emphasis must be on new users. 
The premium offer is something ex- 
tra for regular users when the prod- 
uct has a large share of the market. 
It is when the product has a mar- 
ginal or a fiercely competitive mar- 
ket position that the offer becomes 
an extra inducement to new users. 

Both these aims—to offer some- 
thing extra to new users and to offer 
an extra inducement to regular users 

are legitimate marketing 
tives. 


objec- 


But the advertiser or agency con- 
sidering the use of radio or tv to pro- 
mote his premium offer must weigh 
the cost of the commercial time and 
decide how many times he wants 
to take this money from the regular 


radio & tv 


selling of his product and devote it 
to selling the premium. 

Make no mistake about it, you 
can’t go half-way on a radio or tv 
premium offer. You must go all-out 
and give the premium the full com- 
mercial time if you want to get re- 
sults. This has been proven time and 
time again by advertisers who should 
have known better but didn’t. 


>It is always a good idea to make 
a consumer check after the offer ex- 
pires. Using the names of respond- 
ents to the offer, have a_ good 
research man or organization sample 


Author Robert F. Degan is vice 
president of the Premium Advertisin« 
Assn. of America, which sponsoring 
an informative session and talks by ex 

perts in the premium field in conjunc 

tion with the 23rd National Premium 
Buyers Exposition at Chicag Navy 
Pier, March 19-22 
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° > GIVES YOU MORE 
ah PER CASE 


than Anybody! 


YOU GET ALL 
@ INCREASE YOUR SALES! We have hun- 
dreds of exclusive premium items from 
which to choose. Millions of boxes of 
foods and staples have been sold with Utica 
premiums. You tell us how much you can 


spend per cose —15¢, 404, $1.00 or $5.00 
— we'll do the rest. 


@ EXTRA INCENTIVES! 
You'll also get Sales- 
men Incentives and your 
““Best’’ salesman’s prize! 


1A WHAT'S YOUR 
BUDGET? 
THIS SET $1.00 


MANY OTHER ITEMS 
from 25¢ up 


By 


yam FREE DEALER INCENTIVES 
BLOCK SETS — 


FAMOUS 
CANDLELIGHT 


RAR FREE SALESMAN’S PRIZE 


UTICA CUTLERY CO. 


818 Noyes St. + Utica, N. Y. 
. . for more details circle 273, page 129 


BILLBOARD 
SELLING 
POWER! 


IT’S FLAT 


®@ Pencils, 
caps and 
Printing inks 
in many at- 
tractive color 
combinations. 


@ Stag Slencil... 
revolutionary 
automatic pen- 
cil with extra- 
large area 
for your 
message. 


@ Choice of 
Pocket or Pad 
Clip. 


®@ Advertising mes- 
Actual sage printed in one 
Size or two colors . . . of 
embossed in 24K gold 
. . . keeps your name 
permanently in the spot- 

light. 


@ An official request on busi- 
ness letterhead will bring sample 
promptly. No Jobbers Please 


250 Main St., Orange, Mass., U.S.A. 


. for more details circle 268, page 129 


108 * ar « March 1956 


Hand Puppet . . . The puppet itself was 
all right, but when shown on tv the face 
became unrecognizable. New, unpainted 
heads and special paint made puppet look 
like real thing on tv 


a cross-section of the respondents to 
determine which medium induced 
the response and what proportion are 
new or old users of your product. 
Only in the light of this experience 
can you decide whether future offers 
in this medium are worth while. 

Then, too, be sure the program has 
been on long enough to have built 
up a loyal audience. In printed me- 
dia, the medium has audience loy- 
alty; in tv and radio, it’s the specific 
program and not the station that in- 
duces loyalty. 

Some manufacturers make a pre- 
mium offer and say, “I don’t care 
how many returns I get.” 

They believe the premium will be 
good hypodermic for the sales force, 
will give the salesmen something 
to talk about to the trade, and will 
help them to get displays. 


>A lot of money goes into point-of- 
sale material on premium offers that 
never gets put up, particularly in 
large traffic supermarkets. Manufac- 
turers of products sold through these 
outlets are among the largest pre- 
mium users. With so many premium 
offers to promote at one time, it is 
impossible for many stores to put up 
all the point-of-sale material they 
receive. The extra talking point of a 
novel promotion or an exceptionally 
well supported one—and tie-ins with 
radio and tv programs often fall in 
this category—can help to get point- 
of-sale material used. 

(Incidentally, most manufacturers 
have found that shelf-talkers and 
pads of order forms for premiums 
are the most practical. These must 
be kept small enough so that they 
do not hang down and cover the mer- 
chandise on the shelves below.) 

The most important part of a pre- 
mium promotion is to get the right 
premium and to offer it at a price 


that will represent a real value to 
the consumer. 


>Women know values. They can’t 
be fooled often. And something that 
can be purchased at retail for a dol- 
lar is only a marginal premium item 
when offered at 50¢ and a box-top, 
or for “x” number of box-tops or 
wrappers. 

There are some manufacturers 
who are willing to take a loss on the 
premium to give the consumer a 
real value. They find that the cost 
of the premium and the expensive 
radio and tv time required to pro- 
mote it is a small price to pay for 
the number of new users the offer 
brings in. 

Quality and value are essentials. A 
well-established reliable premium 
supplier can help immeasurably in 
creating a good consumer value. But 
the size of the firm making the pre- 
mium item is not always an index of 
its reliability. I have seen some pre- 
miums made by well-known firms 
so anxious to write an order in this 
competitive field that the key ele- 
ment of value to the consumer was 
forgotten. 


> Perhaps the best way of arriving at 
an attractive premium offer, and get- 
ting some information in advance as 
to whether the advertising expendi- 
ture is worth while, is a consumer 
test. 

A well-constructed test need not 
be expensive and it is always worth 
while. One way to test is to select 
several self-liquidating premiums in 
various price classes—25¢, 50¢ and $1 
—and test not only the premium but 
the price level. 

The premiums need not necessar- 
ily be related to the product. Adver- 
tisers are getting away from this 
idea because it limits them too much. 

Nor need the premium always call 
for cash plus_ proof-of-purchase. 
There is a growing trend among ad- 
vertisers with know-how to offer a 
premium free in exchange for a 
specified number of box-tops, wrap- 
pers, bottle caps or similar proof-of- 


Flasher Ring . . . Submitted with a skele- 
ton head, ring was a dud. Substitution of 
“Howdy Doody’’ made ring strong pre- 
mium. 





purchase. This has the advantage of 
getting Mrs. Consumer to buy a 
number of packages of the product, 
effectively taking her out of the com- 
petitive market for a time and in- 
creasing your chances of making a 
regular customer through prolonged 
sampling of your product. 


>The ideal premium, of course, is 
one developed especially for you. I 
remember a flasher ring submitted 
to us with a skeleton’s head on it. 
We worked with the supplier and 
substituted “Howdy Doody” for the 
skeleton. The premium came out 
first in a consumer test and was a 
successful child-appeal offer. 

The same principle applied to a 
miniature tv set shown as a “gag,” 
complete with not-so-nice color 
transparencies viewed through the 
screen. It went over with a bang 
when the characters on a_ well- 
known children’s tv program were 
substituted for the young ladies who 
originally were the subject-matter 
of the “program.” 

Whether you use your ingenuity 
to create or adapt your own premium 
or use standard merchandise like 
silverware, housewares or cutlery, 
the important thing is to test first 
wherever possible. This can be a 
house-to-house canvass showing ac- 
tual samples of the premium, or a 
mail survey using lists of people 
who had responded to previous pre- 
mium offers or any other technique. 


> Always use a proven premium as a 
guide to your test results. If you test 
only new offers, you have no yard- 
stick for judging your results. Ten 
items may show varying degrees of 





VO A ea 8S 
with B&T’s flexible 


CELT: feng 
IN-STORE ee ee Cae 
PROMOTIONS "eee 


. — COUNTER CARD 
to begin winning 


NEW CUSTOMERS NOW! 


for almost three decades 
BELNAP & THOMPSON’S sundial 
Premium Division has 
specialized in... 


DROP-INS 
e PREMIUM DEALS 


for Jobber Salesmen 
e COUPON-in-the-case OFFERS 
e SELF-LIQUIDATORS 
e BULK PREMIUMS 


Blue Ribbon 
Promotions by 


\ 
\ 


5 es Behap & Thompion, Suey 


Merchandise Suppliers for Trading Stamp Programs 
PREMIUM DIVISION 
1104 S$. Wabash Ave. @ Chicago 5, Ill. 


WaAbash 2-9465 
WEW Send For your BESS BRB RBBB BBB BBBeeeeeee eee eee 


FREE copy of the new 24 
page 4 color Belnap & 
Thompson Premium 
Catalog. 


PREMIUM DIVISION 
Belnap & Thompson, Inc. 
1104 $. Wabash Ave., Chicago 5, Ill 


Please send me a FREE copy of your new 24 
page Premium Catalog 


Company 
Address 


City State 


2 
a 
” 
a 
s 
© 
w 
6 
* 
@ Name 
= 
. 
o 
. 
* 
s 
7 
- 


. for more details circle 173, page 129 


March 1956 * ar « 109 








Sales Idea #1 by PIONEER 


Qualatex 


BALLOONS 
imprinted with your name 


as direct mail 
enclosures 


on ‘“ cern sant 
sh willer a, 
aro Tite 






Makers of Famous 

SUPER Ebonettes and Bluettes 

Household Gloves, Rock-a-Dri Baby Pants 
and Rolipruf Surgical Gloves 


Ebonettes 
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YOU SKETCH IT!... we'll produce it! 


[ferry ior ses 
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popularity—but none of them may be 
good enough when measured against 
a proven premium. 

Once the premium to be offered on 
tv is finally decided upon, it should 
be put on camera test immediately. 
You may be surprised at what a 
camera test will show. Sometimes the 
item is unrecognizable. I remember a 
hand puppet, the kind of thing moth- 
ers can’t help calling “cute.” When 
put on camera, it was a monstrosity. 
The eyes slanted and the face be- 
came distorted because of the tricks 
the colors played on the electrons. 

The manufacturer of the puppet 
had to furnish some plain, unpainted 
heads and the art department ex- 
perimented until the televised pup- 
pet looked like the real thing. If we 
had waited until rehearsal time the 
results would have been disastrous. 

A similar situation arose from an- 
other angle with an airplane-dart 
type of toy. It sailed beautifully 
round an office. But on-camera dem- 
onstrations didn’t work. So the com- 
mercial was put on film and the dart 
demonstrated outdoors, and much 
more effectively, too. 


> On radio the problem is much more 
difficult, because words alone must 
describe the premium. A well-known 
brand or a_ well-known product 
helps. Whether the key elements of 
appeal in the premium are mostly 
visual determines whether radio is 
used at all. 

Pre-testing on a consumer panel 
can help to isolate the elements in 
the premium which appeal to the 
housewife, or the child if it is a 
child’s premium. Only the one or 
two main features of the premium 
should be stressed. Time is short and 
expensive, and a good premium plug 
can’t ramble. 

A vital part of the tv or radio 
premium commercial is the instruc- 
tion to the consumer, “how to get 
the premium.” Stinting on the time 
allotted to this part of the commer- 
cial can destroy the effectiveness of 
the offer almost completely. I have 
seen cases where the failure of a pre- 
mium offer was attributed to the 
premium, whereas the fault lay in 


PREMIUMS 


Cash, Proof-of-Purchase not Necessary 


Some advertisers with premium know-how are offering a premium 
free in exchange for a specified number of box-tops, wrappers, 
bottle caps or similar proof-of-purchase. They require no cash. The 
advantage of this method is that Mrs. Consumer buys a number 
of packages of the product and is effectively removed from the 
competitive market for a time, thus enhancing the advertiser's 


chance of making her a regular customer through prolonged sam- 
pling of his product. 


the instructions, given so rapidly 
that only a court stenographer could 
get the necessary details down on 
paper. Unlike the latitude offered by 
printed media, radio and tv instruc- 
tions must be simplified and re- 
peated. On tv, show the product, the 
part to be mailed in, the number of 
wrappers, the actual money to ac- 
company them, and the mailing ad- 
dress. 


> The mailing address for a premium 
offered on radio or tv should be ex- 
tremely simple. A good mailing 
house can usually help you to get 
the right kind of address. A one- 
word name, low post office box num- 
ber, city, zone and state—these are 
the elements. They must be com- 
bined in an easy-to-remember form. 
We have found that people frequent- 
ly transpose the box number and the 
zone number. If it can be done, a 
good trick is to secure a box number 
that is the same as the zone number. 

An expiration date on the offer 
helps. It spurs people to act quickly 
and seems to enhance the psycholog- 
ical value of the premium. 

Don’t suggest picking up the order 
blanks at dealers unless your pur- 
pose is to apply pressure on the deal- 
ers. Even with the best sales force 
in the world, the odds against the 








Miniature tv Set . Original showed 
off-color pictures. Characters from a well- 
known children’s show were substituted 


to make tv set acceptable premium. 


consumer finding your order blank 
in the one store where she shops 
first are pretty high. 


>It is vitally important to get the 
premium to the consumer without 
delay. On a radio or tv offer, the 
response comes in rapidly. The ad- 
vertiser and his agency must weigh 
the results of the pre-test, the 
amount of media support given the 
offer, and the cost of the premium. 
These factors, plus good common 
sense, decide how large an initial 
order must be placed with the pre- 
mium supplier. 

By all means allow at least enough 
in the initial order to take care of 
the anticipated response from the 
first and second broadcast or telecast 
of the offer. The supplier’s plant 
should be inspected and his produc- 
tion capacity evaluated. A definite 
commitment should be received from 
the supplier to supply additional 
quantities within a short time period. 
Once the returns from the first offer 
are in, a quick reorder should be 
placed with the supplier. 


> All of these details may seem rou- 
tine, but a successful premium is 
one-tenth inspiration, one-tenth cre- 
ative marketing, and eight-tenths 
careful attention to detail. 

Time, thought, research and good 
common sense must go into your 
decision to use radio or tv to promote 
your premium offer. The record of 
successful promotions using these 
media is enough to entice any adver- 
tiser. But the record of flops because 
of ill-considered or poorly-promoted 
offers is enough to commend caution 
to any sensible advertising man. 

Once the decision is made, the time 
for caution is gone. All-out promo- 
tional support, heightened sales en- 
thusiasm, and the right use of your 
precious commercial time—these will 
make your premium offer pay off. 
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FUR BOUSTING BUSINESS. 


some of the biggest names in business* 
do business with 


The “Blue-Chip” companies* know which premiums 
have genuine consumer appeal! It’s small wonder so 
many have turned to Chase for design and production 
of cotton and vinyl specialties. They’re inexpensive, 
yet win long-lasting goodwill, for Chase makes 
household helps every housewife wants and needs: 
magnetic pot-holders, hot-pad mittens, aprons, bibs, 
beach-bags, towels, etc.—any quantity, imprinted or 
plain. Just tell us your plans—we’ll do the rest. 


*Names on request 


See us at Booth 191 at the PREMIUM SHOW 
or write to: CHASELINE DIVISION - CHASE BAG COMPANY 


302 E. Pittsburgh Avenue, Milwaukee, Wisconsin 


. for more details circle 188, page 129 


The Only Publication REGULARLY coveRine 13 


SECTIONS OF ADVERTISING’'S $3 BILLION MARKET 
@ Signs and Identification @ Radio and TV 


Materials Production 
Photoengraving and 
Platemaking 


Window and Store 


Printing and Binding 
Art and Photography 
Displays Shows and Exhibits 

Typography and Direct Advertising 
Layout Paper 
Audio and Visual Aids 


Labeling and 
Packaging 


Premiums, Prizes and 
Specialties 


Advertising Requirements 
200 E. Illinois St., Chicago 
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ADVEBRELSUMG 


A BASIC GUIDE TO 


SPECIALTIES 


east She 


wae “Bawa 


Specialties are playing an increasingly important 

role in advertising. Here is some important information 
on this amazing industry, with tips on how to 

use specialties in your advertising program. 


Prepared by 
The Advertising Specialty Guild 
of America 


The advertising specialty industry 
is a growing, creative part of the 
advertising business in this country. 
Yet it is a form of advertising about 
which relatively little is known out- 
side the trade. This article sum- 
marizes the most significant facts 
about advertising specialties and the 
industry which produces them. 


e What is an advertising specialty? 
... An advertising specialty is a use- 
ful product with an advertising mes- 
sage imprinted on it. It is usually 
distributed to customers and pros- 
pects by business men to promote 
good will, with no specific obligation 
attached. Although almost all adver- 
tising specialties have value as mer- 
chandise, the important thing is not 
their merchandise value but their 
advertising value. 


e How does an advertising specialty 
differ from a premium? ... Although 
sometimes the same item may be 
used as an advertising specialty by 
one firm and as a premium by an- 
other, there are two basic differ- 
ences. First, an advertising specialty 
is usually imprinted while a pre- 
mium is not. Secondly, a premium is 
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usually obtainable only after fulfill- 
ing a certain obligation, such as 
sending in a box-top or buying a 
specific product—an advertising spe- 
cialty is invariably distributed free. 


e How widespread is the use of ad- 
vertising specialties among business 
firms? ... About 50% of American 
business firms use advertising spe- 
cialties and executive gifts, giving 
the advertising specialty industry an 
annual volume of approximately 
$400,000,000. The percentage of users 
and the annual dollar volume are 
increasing steadily each year. 


© What part of the American adver- 
tising dollar goes toward specialties? 
... Currently, between 4% and 5% 
of the nation’s advertising budget is 
invested in advertising specialties. 
However, more and more potential 
users are becoming aware of the ef- 
fectiveness of specialties when prop- 
erly used. The industry is still in its 
infancy compared to other, more 
fully developed advertising media. 


e From whom are advertising spe- 
cialties bought? . . . There are ap- 
proximately 1,700 advertising spe- 
cialty Counselors in this country. 
Their function is to develop adver- 
tising programs based on the effec- 
tive use of advertising novelties, 


Cre 


calendars, and executive gifts. Most 
of these counselors serve only a local 
or regional area, but there are sev- 
eral who have representatives lo- 
cated throughout this country. 
Advertising specialty counselors 
rarely do any manufacturing. How- 
ever, through established industry 
channels, each counselor has access 
to the specialized manufacturing fa- 
cilities of hundreds of manufacturers 
who know how to best produce spe- 
cific types of advertising specialties. 
In addition to the counselors, there 
are several dozen direct-selling man- 
ufacturers who have their own 
sales forces. The largest firm in this 
class has an annual volume of ap- 
proximately $50,000,000. 


e Is there a seasonal factor in this 
industry? . There used to be a 
very strong seasonal factor when 
most advertising gifts were bought 
for Christmas distribution. However, 
in recent years the seasonal factor 
has been greatly diminished. While 
the amount of advertising gifts pur- 
chased for Christmas distribution 
has increased greatly each year, it 
has been overbalanced as a seasonal 
factor by an even greater increase 
in the sales of year ‘round specialties. 

Business men seem to realize now 
that it is good business to take ad- 
vantage of the unusual features of 
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How to win fame in your field 


BRADFORD WASHBURN, famous as an Alaskan and mountain 
explorer and Director of the exciting Boston Museum of Science, has won 
additional accolades by his photographs which are reproduced so superbly 
in the National Geographic magazine. 

In turn, this superb reproduction of photographic color and detail 
has won world-wide fame for National Geographic. Aware that photographic 
reproduction is no better than the paper the picture is printed on, CICO 
papers by Champion-International have been used exclusively by National 
Geographic for over 40 years. 

Winning fame for your work or your product may depend on out- 
standing printing, too. Your choice is always Champion-International. We 


supply the printing trade with the broadest line of top quality coated papers 
available. 
CICO-GLOSS ICO-OFFSET 


When you're ready to order coated paper for any fine job, contact 
CICO-PRESS ICO-GRAPH 


vour CICO Merchant for samples and complete information. His name is 
CICO-FLEX 1CO-DUOSET . s : 
cioo-rarns ICO-BRITE listed on the reverse side of this insert. 
CICO-FOLD ICO-LITH _ ‘ 4 i 

CICO is the standard of execellenee in 
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CITAMPION-INTERNATIONAL 
f Sano HCO, + Massachasells 


TURE RS OF QUALITY COATED PAPE 


Copyright 1956, Champion-Internation 
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ANDREWS PAPER 
ot., Boston 14, Mass. 


160 North W ashington 


Richmond 2-2200 


ATLANTIC PAPE 
Public Ledger Bldg., 
LOmbard 3-1420 


R CO. 
Philadelphia 6, Pa. 


BULKLEY DUNTON & Co., INC. 
295 Madison Ave., New 10Fr 7M. 3. 
MUrray Hill 9-H400 
CAPITAL PAPER CO., INC. 
106-110 Seventh Ave., New York 11, N.Y. 
CHelsea 3- L980 

NC. 


JOHN CARTER & co., | 
120-438 Rutherford Ave 
Charlestown District, Bos 
CHlarlestown » S000 
FRANKLIN- COWA 
210 Ellicott St.. Buffalo, 
W Ashington 5954 
GENESEE VALLEY 
573 Lyell Ave-. Rochester 6, 
Glenwood 3380 
HOBSON Mi 
980 Lafayette is 
W Orth 6-0400 
KENNELLY PAPER CO., INC. 
5()1 Fifth Ave.. New York 17, N. Y. 
MUrray Hill 2 1087 


ton 29, Mass. 


N PAPER CO. 
Nh. 3s 


PAPER CO., INC. 


LLER PAPER co. 
New Y ork, N. Y . 


ELOF HANSSON, INC. 


MILTON P 


Export Agent 


220 East 12nd St., 






























these leading paper 
merchants can supply 


the standard of excellence 


APER CO., INC. 


100 W. 22nd St. New York II. N. Y. 


W Atkins 9-672 
MUDGE PAPER COMPANY 


2. Mar yland 


50] Water 5t.. Baltimore = 
LExington 9-7782 

PERKINS- GOODWIN co. 
589 Fifth Ave.. New York 7. N.Y 


84900 


CE PAPER CO. 
kh 


7. Providence a 


MUrray Hill 
PROVIDEN 


160 Dorrance 
GAspee 1-7600 
ROYAL PAPER 
210 Eleventh Ave., 
W Atkins 4-3400 
STANFORD PAPER CO. 

O01 V St. N. F.. Washington 
LAwrence 6-L600 
TILESTON & HOLLINGSWORTH co. 
St.. Boston 10, Mass. 


211 Congress - 
2.3870 


Liberty = 
VERMONT PAPE 
144 S. Champlain St., 
Burlington 2.0035 
DONALD WYMAN INC. 

683 Atlantic Ave., Boston 10, Mass. 
HAncoe k 6-6282 


CORP. 
New York :. N. , a 


18, D.C. 


R CO., INC. 


Burlington, Vt. 
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advertising specialties any time of 
the year. Many business men have a 
constant stream of advertising spe- 
cialties being distributed at all times. 
Others have made effective use of 
special programs such as the Birth- 
day Plan—which means that each 
customer receives an appropriate 
business gift on his birthday. These 
special programs are astonishingly 
resultful and are spreading widely. 


e Whai products are used as adver- 
tising specialties? ... There are a 
myriad of products in this industry, 
which can be conveniently divided 
into three main classes: advertising 
novelties, executive gifts and calen- 
dars. 

Advertising Novelties—An adver- 
tising novelty is a relatively inex- 
pensive item produced for mass 
distribution. There are many thou- 
sands of items in this class, such as 
ash trays, bottle openers, memo 
books, pencils, ball pens, blotters, 
coin purses, balloons, drink stirrers, 
emery boards, rulers, key tags, etc. 

Executive Gifts — Executive gifts 
are usually the more expensive items 
personally and selectively given to 
business men and executives. An 
executive gift may be imprinted or 
personalized. In either case, it is a 
constant reminder of someone’s 
thoughtfulness. A few of the many 
popular executive gifts are cocktail 
sets, leather desk accessories, clocks, 
and jewelry items. A significant part 
of this class is the food gift, such as 
fruit cakes, cheese packages, etc. 
These are often packed in useful, 
permanent containers, like lazy 
susans or sets of glassware. 

Calendars — Calendars represent 
about half of the industry’s business. 
About one for each man, woman and 
child in this country is produced 
yearly. Pretty girls, children and 
scenery are favorite illustrations, al- 
though some calendars have illustra- 
tions pertaining to the advertisers’ 
products. A recent innovation is the 
double duty calendar, which is also 
useful as a memo pad, cook book, 
child care catalog, shopping list, etc. 


e Why are advertising specialties a 
good business investment? ... All 
other things being equal, a person 
will do business with someone he 
considers his friend, so it is necessary 
that business men establish and 
maintain good will among their cus- 
tomers. The advertising specialty 
says “Thank You” to a customer, and 
“We want to serve you” to a pros- 
pect. Advertising specialties are truly 
direct, lasting advertising. 

The advertiser can carefully select 
the circulation for his ad when he 
uses advertising specialties and can 
concentrate on the people he knows 
are interested in his product or serv- 
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can help your business... 


inside and out! 


Zippo works with many firms, large and small. 
Here are some of the ways we can help you: 


ADVERTISING! Your trademark, or message, on a Zippo gets 
frequency of impact for years! Costs less than 1¢ per week! The aver- 
age user will light his Zippo—and see your name— 73.000 times! 


GIFTS! Quality Zippos in many gracious models for the full range 


of your gift giving! 


INCENTIVES! Zippos spark interest in incentive and suggestion 
programs ...and lasting stimulation for managers, salesmen. distrib- 
utors, retailers and others. Any message can be engraved! 


RECOGNITION! Say “Thanks for a job well done” with Service 
Recognition Zippos. Use the wide range of Zippo models to improve 
plant safety, commemorate anniversaries ... banquets ... sports events 
... housewarmings ... any outstanding occasion. 


The famous Zippo guarantee, “Always works or we fix it 
free,” assures you of a lasting gift of finest quality! Send 
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Zippo Manufacturing Company, Bradford, Pa., Dept. AR-453 
Please furnish me information on how Zippos can help me with 
Advertising Gifts 


Incentives Recognition 


Name Position 


Firm 


Address 
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ADVERTISING 
PENCILS 


Printed with your brand 
name, company name, slo- 
gan, trademark, or entire 
letterhead. Choice of pencil 
and Printing colors. Fine 
quality Dixon Pencils. Ideal 
good-will builder. Attrac- 
tive prices. Fast service. 


Write for Full Information 


CINCINNATI PENCIL CO. 


903 Broadway Cincinnati 2, Ohio 


. for more details circle 182, page 129 


To reach... 


Buyers who read 
and 
Readers who buy 

in advertising’s 

$3 Billion Production- 
Promotion-Merchandis- 
ing market... try 
Advertising 
Requirements. 

It pays. 


METAL ARTS ANSWERS THE 
DEMAND FOR DISTINCTIVE 
METAL SPECIALTIES... 


Write for Samples 


METAL ARTS COMPANY 


Dept. 23 & 742 Portland Ave. 
Rochester 21, N. Y. 
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ice. Gifts can even be personalized 
with each recipient’s name. But, 
whether personalized or not, they 
last longer than any other form of 
advertising. A calendar, for instance, 
usually stays on the wall for 12 
months. A good pocket piece, such as 
a mechanical pencil, is often kept for 
many years. 

Every time you look at an adver- 
tising specialty, you are reminded 
of the advertiser’s message. It is this 
constant repetition that establishes 
the company recognition and prefer- 
ence. Not only are you reminded of 
the advertiser’s message, but also of 
his thoughtfulness in giving you a 
useful gift. This remembrance fea- 
ture holds true to the old adage, 
“Business goes where it is welcome, 
and stays where it is appreciated.” 

Position is most important today 
when placing advertising, because 
there are so many influences vying 
for the average person’s attention. 
Advertising specialties secure the 
most unique positions that could be 
desired—on the walls, on the desks, 
in the hands of millions of Americans 
—invaluable positions that are not 
obtainable otherwise. 44 


For Mother’s Darlings . . . Available for 
premium use, novelty T-Shirts by Husk 
O'Hare come in three different styles. 


Folder Shows T-Shirts 
Available For Premiums 


Novelty premiums for boys and 
girls are described in a folder from 
Husk O’Hare, Chicago, which shows 
his “Fun To Wear” T-Shirts. 

Humorously illustrated, the T- 
Shirts are available in three styles: 
e “I’m a little Stinker” set, illus- 
trated with a picture of a cute skunk. 
e “I’m a little Devil” set, appropri- 
ately illustrated. 

e “I’m a little Angel” set, showing 
a curly head complete with wings 
and halo. 


For your copy circle No. 124 on the 
Readers’ Service Card inside back cover. 


Franklin Souvenir Spoon 
Offered As Specialty 


Franklin souvenir spoons—marking 
the 250th anniversary of Benjamin 
Franklins’ birthday — will be pro- 
duced by Oneida Ltd. Silversmiths, 
who have been appointed by the 
Franklin Committee. 

Made of heavy silverplate, each 
spoon is 544” long and is backstamped 
Oneida Ltd. The design reproduces 
the Great Seal with its image of 
Franklin and the 13 stars of the orig- 
inal states and symbolizes his writing 
talent and contribution to printing 
with a pen, inkwell and scroll. 

Individually packaged in a special 
poly-mylar envelope for visibility 
and tarnish protection, the suggested 
retail price is 50¢ each with regular 
profits to all dealers. Minimum or- 
ders call for six dozen lots packaged 
in a bulk container complete with 
free counter or window display. 44 


Calorie Guide Premium 
Helps Stimulate Sales 


A new type of calorie guide called 
“Dial-A-Diet” is being marketed by 
Creative Specialties Inc., New York, 
as a low-cost premium. 

Showing the caloric value of over 
190 foods, the pocket-size Dial-A- 
Diet is printed in four colors and 
alphabetically arranged. Color-keyed 
for high, low and medium calorie 
foods, a turn of the dial gives the 
caloric values at a glance and in addi- 
tion gives an average daily calorie 
requirement chart for men and 
women, according to age and height. 

Available with or without imprint- 
ing, the calorie guide is individually 
packaged in a protective polyethyl- 
ene envelope. 


SPACE FOR AD) 


Dial-A-Diet . . . Designed for the 41,- 
000,000 weight-watchers in America, 
new type calorie guide shows caloric value 
of over 190 foods at flip of dial. 





DINOSAURS 


ML MEL 


How to Ship Dinosaurs 


For admen who don't already know, 
shipping a dinosaur through U. S. mails 
can become a serious problem! This is 
especially so if the dinosaur—a creature 
long famous for its tendency to become 
extinct—receives rough handling. 

No matter how elaborately they were 
packaged, porcelain model dinosaurs, 
manufactured by Abbeon Supply Co., 
Jamaica, N. Y., were following their illus- 
trious ancestors into broken oblivion at 
such an alarming rate the company fi- 
nally decided to try something new in 
labels for its miniature “creatures.” 

Since big red labels saying ‘Fragile 
Please Handle With Care,’ evidently 
had little power to stay the hands of 
package-hardened shipping employees, 
the new labels, 3x5” in size, read “Frag- 
ile—Dinosaurs—Handle With Care!” 

Abbeon expects that even the most 
callous package handler will treat a box 
labeled ‘‘Dinosaurs” with respect. 


The “Pocket-File”’ . Fossler’s loose- 
leaf binder keeps customer information 
arranged for the salesman so that the 
company name is always visible 


“Pocket-File” Organizes 
Those Daily Sales Calls 


Information on the “Pocket-File” 
a new method to help salesmen or- 
ganize their calls—is being offered 
by G. O. Fossler Associates, Chicago. 
Designed to hold up to 300 specially 
designed prospect-customer sheets, 
the Pocket-File is a_ pocket-size 
loose-leaf binder that keeps cus- 
tomer information arranged so the 
company name is always visible. 
Equipped with 


various colored 





forms and index sheets, the Pocket- 
File can be arranged by territories, 
products, size of companies, or by 
weekly or monthly calls to fit the 
salesman’s individual selling meth- 
ods. 

In addition to the standard forms, 
the Pocket-File is also produced with 
forms especially designed for publi- 
cation advertising space salesmen. 

Additional information is available. 


For your copy circle No. 121 on the 
Readers’ Service Card inside -ack cover. 


3-D Sales Message Given 
With Collapsible Viewer 


Designed to give a sales message 
via colored clinical three-dimen- 
sional slides, a collapsible 3-D Stereo 
kit, called “Eye-Eye, Sir!” has been 
produced by the Bestcraft Products 
Co. Inc., New York. 

Available with gold imprinting of 
the advertiser’s sales message, the kit 
consists of a leatherette covered 
viewer housed in a vinyl “wallet” 
which has pockets for six or eight 
slides. 

When purchased in large scale 
promotions, “Eye-Eye, Sir!” sells for 
approximately 50¢ for the complete 
kit. 

Additional details are available. 


For your copy circle No. 125 on the 
Readers’ Service Card inside back cover 





The Executive 


Gitt 
THAT’S DIFFERENT! 


STANDARD’S 
THERMOMETER-HYGROMETER 


A beautiful desk model that belies 
its low cost. Two useful accurate 
weather instruments on one dial 
with space for company name or 
insignia. Truly a quality gift, 
equally useful in home or office. 


Available from your specialty 
jobber. 


FOR ILLUSTRATED BROCHURE Si 
LINE OF BUSINESS 
“int 
SWIFT EXECUTIVE 
STANDARD THERMOMETER CO. 


»No ON THE 
GIFTS 
swrer GIFT LINE 
DEPT. R, 952 DORCHESTER AVE. 


“@° STANDARD IMPRINT 
AND THE 
awe jj.  #  _amateweeomme: 
BOSTON. MASS. 


. for more details circle 269, page 129 


au. tHe PREMIUMS 


YOU NEED FOR AGOOD 


COUPON PREMIUM PLAN 


ARE RIGHT IN OUR 


WAREHOUSE! 


GORDON C. BOWEN, Pres. 
The Premium Service Co., Inc. 


CONSIDER THESE POINTS BEFORE YOU 


INVEST: 


1. You set your own value on the coupons. 
2. You determine the cost of the program. 
3. Your sales increase before you spend one cent for the redemption 


of the coupons. 


You avoid the risks of investment, inventory, and dead stock. 
We will operate your plan from our warehouse. 


Please write on your company letterhead for free 


sample catalogs and additional information. 


The PREMIUM SERVICE CO. Inc. 


Est. 1897 


115 West 19th Street 
Subsidiary of Curtis Publishing Co. 


New York 11, N. Y. 
WATKINS 4-3242 
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Who’s Got a Compass? 


New Map Gives Driver 
“Upside-Down” View 


Think all road maps point north? 
It’s not necessarily so if you’re Flor- 
ida-bound with one of Esso Standard 
Oil Co.’s (New York) “upside-down” 
maps in your car. 

Esso’s map—which on first inspec- 
tion seems to locate New York south 
of Florida—is not a geographical 
“goof” but a service from Esso de- 
signed for motorists driving south 
along the Atlantic seaboard. 

The advantages of the “upside- 
down” map, according to the Esso 
touring service which distributes the 
maps free, are manifold, even though 

at first glance—the map appears 
tricky. 

Designed this way because Esso 
found many motorists turn their 
maps upside down when going south, 
the new map keeps the route south 
clearly before the driver at all times. 

Besides making it easier for the 
motorist to know whether to turn 
left or right, the “upside-down” de- 
sign of the new map has the added 
advantage of giving the town names, 
route numbers, and state names 
right side up so they’re easy to read. 


Dig That Crazy Map! . . . Designed for 
southbound motorists, Esso’s ‘‘upside- 
down’ map locates New York 
of Miami. 


““south”’ 


The reverse side lists places of 
historic, cultural and scenic interest 
which motorists might like to visit 
along the way. Each is described 
briefly with visiting hours and ad- 
mission fees listed if there is a charge 
involved. 

Esso suggests, however, the motor- 
ist get a conventional map for the 
return trip north. This is the only 
way, says Esso, that the motorist 
can go back to New York looking 
at the map right-side up. 

Obviously, the one disadvantage of 
the “upside-down” map for the 
south-bound is the fact that when 
going north you'd be looking at the 
route upside-down—the very thing 
Esso has been trying to avoid for the 
traveler. 

While conventional Esso maps may 
be obtained at almost any Esso sta- 
tion, the “upside-down” maps are 
found sitting right-side up in Esso 
touring stations on the East Coast 
from New York City through South 
Carolina, or at Esso offices at Rocke- 
feller Center, New York, and at 
Washington, D. C. 44 


BALLOONS 
AND BALLS 


FOR. 


OPENINGS 


OR 
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PSE LY 


Eagle balloons and balls 
are proven sales builders. 
Consult us on your promo- 
tion problem. We offer 
prompt service, fast de- 
livery, highest quality. 
Write for 
full details. 
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ASI and ASNA Shows 


To Coincide in Chicago 


Both the Advertising Specialty 
Institute and the Advertising Spe- 
cialty National Assn. will hold their 
Spring Shows simultaneously in 
Chicago during the week of March 
10. 

The ASI Show will open at the 
La Salle Hotel on Saturday, March 
10, and extend to Wednesday, March 
14. 

The ASNA Show will be held at 
the Palmer House opening on Sat- 
urday, March 10, and extending to 
Tuesday, March 13. 


Attendance at both shows is limited 
to advertising specialty jobbers. 44 





Astrological Advertising 


East River Savings Bank Personalizes 
Zodiac Signs and Promotes Good Will 


By P. K. Thomajan 


The zodiac motif has always had a 
strong human interest in that it con- 
tains an intriguing element of per- 
sonal prophecy. 

Its latest application, perhaps the 
first in its field, is its use in connec- 
tion with a small coin-calendar bank 
for distribution to depositors. Credit 
for this project goes to the progres- 
sive East River Savings Bank of New 
York and to designer Winifred P. 
Knies of the M. A. Gerett Corp. 
(Milwaukee). 

East River is a firm believer in 
home banks—records indicate that 
some three to four million are sold 
annually in the country. They come 
in every form, shape and manner— 
ranging from beehives to story books 
—with slots for coin inserts. Bank 
officials logically reasoned that the 
addition of the zodiac gimmick to a 
bank would step up interest in thrift 
and savings. 


> These banks come in an attractive 
range of colors—blue, green, light 
yellow and coral. They measure 
414x3¥4x1%e”. Each of the zodiac 
symbols is available in four colors. 

The imprint takes the form of a 
circle with the sign in the middle and 
three favorable personality traits 
representative of that sign framed 
around the circle. The “traits” were 
selected under the direction of an 
expert astrologer and, of course, only 
ones that were complimentary were 
used, thus accenting the positive. 

East River’s name and address also 
appear on the plastic front of the 
bank. A mechanical device changes 
the date whenever a coin is inserted, 
so that the bank becomes a daily 
inducement to save. 


> Considerable attention was given 


Zodiac Bank . . . Available in four colors, 
banks change dates when coin is inserted. 


to dramatizing the new bank in in- 
terior displays. In each East River 
branch there is a gold-framed show- 
case equipped with several shelves. 
Displays were staged inside these 
that ingeniously played up the zodiac 
theme and its color scheme. 

In addition to the above units, four 
branch offices had shadow box dis- 
plays ranging in height from 36” to 
63”. The main office had a special 8’ 
high window display. 

“Money is important to you!”—one 
of the characteristics which astrolo- 
gers associate with Taurus the Bull— 
was used for the byline on displays, 
car and bus cards and was accen- 
tuated by a very determined-look- 
ing, fast-moving bull, a sprinkling of 
stars, and the banks in four colors. 

The East River Log, a house mag- 
azine issued now and then for bank- 
ing floor and depositor distribution, 
followed through with the same slo- 
gan with a picture of the bank and a 
date chart for selection of the proper 
zodiac sign by date of birth. The 
same artwork was enlarged and used 
at tellers’ windows. 


>A complete advertising and pub- 
licity campaign supported the pro- 
motion. The coin bank provided a 
refreshing theme for East River’s 
summertime advertising and all me- 
dia, including car and bus cards, 
focused on spotlighting this offering. 
A week in advance, the entire staff 
was briefed by an article in the 
house newsletter on the new bank 
and campaigns. 

Financial editors of New York pa- 
pers had this novel promotion 
brought to their attention with a per- 
sonal clinch. Each of them received 
a Zodiac Calendar Bank inscribed 
with his personal birthday insignia 
(something that made them sit up 
and take notice). Accompanying 
each bank was a personal letter with 
an intimate opening paragraph that 
reflected divination and discernment 
into the characteristics for that par- 
ticular birthdate. For instance: 

“You can actually attract money 
but your generous nature may turn 
this talent into an easy-come, easy- 
go affair. That’s what astrologers say 
about those born under the sign of 
Sagittarius. Well, East River has 
found a new way for you to hold on 
to some of that Sagittarius money.” 

Another ran: “You have instincts 
for sureness and safety—that’s what 
the astrologers say of You under the 
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Displays . . . Bank customers saw displays 
promoting banks at each bank window. 


sign of Virgo. Your sign is founded 
upon the solid virtues. Then you 
naturally will see the virtue in East 
River’s newest idea about thrift.” 


> Letters and banks were delivered 
by messenger to the editors on a 
Friday afternoon. You do not have 
to be a prophet to deduce that the 
recipients responded with favorable 
comments saluting the originality of 
this promotion. 

When branches of the bank opened 
up the following Monday morning, 
the barrage of advertising and pub- 
licity attended by a fanfare of exte- 
rior and interior bank displays, re- 
sulted in record first-day sales of 
Zodiac Banks, which were offered 
at the cost price of a quarter plus 
one dollar. 44 


Curtis Offers Metallic Ink 
Runs at Regular Charges 


A metallic ink which can be run in 
large editions on high-speed presses 
is being offered by Curtis Publishing 
Co., Philadelphia, at no extra cost to 
advertisers in the Saturday Evening 
Post, Ladies’ Home Journal, and 
Holiday. 

Produced by the company’s manu- 
facturing department, the new ink is 
reported to maintain a high degree 
of reflecting power. It is suggested 
for use in providing a background 
color, and in this way may be used as 
one of the colors in a two or four- 
color advertisement. 

While the ink will not rub off 
under ordinary handling and has 
considerable less tendency to tar- 
nish than ordinary metallic inks, the 
company reports that it is not prac- 
tical for half-tone screens, or as one 
of the process colors in four-color 
illustrations. 

Available in a wide range of col- 
ors, the metallic ink is said to be 
particularly effective when used to 
simulate gold. 44 
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IM to AA to AR... 


“terrific trio for effective coverage” 


plications . 


our 3 FoTRIAL 
; aa 1nDUST! worked 


Advertising Age 


Covers 32,000 top advertising and marketing executives 
who follow Advertising Age every week for news, 
trends and developments affecting their 9 billion dollar 
businesses. 


INDUSTRIAL MARKETING 


Covers 11,500 executives who direct advertising and mar- 


f keting programs in the billion dollar industrial advertising 
Published by market. 


ADVERTISING PUBLICATIONS, INC. Advertising Requirements 


200 EAST ILLINOIS STREET *® CHICAGO 11, ILLINOIS Covers 21,000 Management “Doers” in advertising pro- 
duction promotion and merchandising—a 3 billion dollar 
market. 


Combined Insertions Earn Frequency Discounts On Any Two or Three 





Meetings 


don't have to be expensive! 


Sales meetings can be a huge success 
—even with a minimum budget. 
Here's how an agency helps its cli- 
ents stage successful sales meetings 
on low budgets. 


By Lee Randon 

Director, Radio G Television 
Henri, Hurst G McDonald 
Chicago 


If you're servicing an account like 
Westinghouse or any of the General 
Motors Divisions, creating a sales 
convention is a dream. With a budget 
of as much as three million dollars, 
more or less, you can buy all the 
talent you want. But when your ac- 
counts are average in size, with con- 
vention budgets which cover little 
more than the rental of a hotel ball- 
room and the usual banquet, that’s 
no dream, mister. That’s a_night- 
mare! 

You know the usual formula for 
conventions. They open with the top 
brass welcoming the assembled sales- 
men or brokers or dealers. Then 


there’s a review of the past year’s 
operation, details on production, etc., 
ending with a prediction that this 
year will be the finest in the com- 
pany’s umpteen years of operation. 

Speaker number one is followed 
by an executive vice president, fol- 
lowed by a senior vice president, 
who is succeeded at the podium by 
the general manager, and so on down 
the line. There’s a coffee break in 
the middle of the morning . . . time 
off for lunch, a mid-afternoon break, 
and on until five or later. . 
after speech. 

Some are highlighted with slides 
or charts, others with products, but 
basically, it’s eight to 10 hours of 
almost unbroken talk. And to make it 
worse, just about every speech has a 
family resemblance to the ones made 
last year, and the year before, and 
the year before that! 


. speech 


>And the audience? Let’s face it, 
gentlemen. You can lead them to the 
forensic fountain, but you’re mighty 
lucky to have them take even an 
occasional sip. It'll take a lot more 
than speeches to make them lap it 
up! They’ll sit up and take notes 
when they see the new products; 
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they’re interested in any changes in 
the pricing structure, but try and 
reach them with just about anything 
else—with speeches, that is. You can 
reach them, all right, but you’ll need 
a show sense to do it! 

As I said, that’s no problem at all 
if you have a fat budget to work 
with. You can build a complete musi- 
cal show, as Westinghouse, Servel, 
Oldsmobile and others do. You can 
drive home every point thoroughly 
with special motion pictures, as Sin- 
clair, Texaco do. You can take your 
distributors and salesmen on an 
ocean cruise, as Philco has done. Or 
you can do it for as little as $100, as 
we have, many times, for our clients. 

The basic problem in all sales 
meetings, large or small, is the same: 
to bring the assembled salesmen, 
brokers, dealers, etc., up to date on 
products and policy, to teach new 
sales techniques, and above all, en- 
gender enthusiasm for the sales pe- 
riod ahead. A simple problem, but 
with as many answers as there are 
companies. 


>How to go about finding those 


answers? Well, at our shop, it us- 
ually starts with a meeting of the 
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client and our account executive in 
which the problem is defined and 
objectives set. This first step is basic: 
an agreement defining the problem, 
establishing a central theme. Once 
this is done (or while the theme is 
being sought for) we in the radio- 
television department are called in. 

As the working exponents of show 
business within the agency, it’s our 
job to make use of such showman- 
ship (within the limitations of the 
budget) which will accomplish the 
twin purpose of enlivening the meet- 
ing and driving home the basic facts 
to be put across. Make no mistake. 
The meeting must come first. Enter- 
tainment, audio-visual tricks, spec- 
tacles earn their place only if they 
can help achieve the objectives we've 
set: to put across the company story. 
If these elements have no purpose 
but to entertain (and it’s easy to be 
carried away in planning a big meet- 
ing!) then they don’t belong. If your 
budget is tight, it’s actually cheaper 
to take the boys out for the evening. 

As I said earlier, the basic prob- 
lem, putting across the company 
story, is a simple one, common to 
all clients; the answers can be as 
varied as the clients themselves. Each 
meeting must be tailored individ- 
ually to the specific theme agreed on. 


>For example, one client wanted to 
sell the basic concept of advertising 
along with the new season’s cam- 
paign. To accomplish this, we had the 
ad manager open his meeting in the 
usual fashion: an oratorical master- 
piece on the new campaign. He went 
on for about a minute, when he was 
interrupted by a loud yawn coming 
from the middle of the audience. 
That came from our stooge, a man 
who could challenge the speaker and 
voice all the objections to advertis- 
ing the rest of the group felt but 
didn’t dare say aloud. 

To answer this heckler, our adver- 
tising manager gave a very graphic 
example of what would happen if all 
advertising stopped, sold his point, 
then pointed out by simple but effec- 
tive analogies what advertising had 
done to build sales and how to go 
about using the new campaign to put 
more commission dollars into the 
salesmen’s pockets during the com- 
ing season. A very simple, corny, 
device, but completely successful be- 
cause it made every member of the 
audience a participant (vicariously) 
rather than just a listener. Total ad- 
ditional cost was $50, the price of the 
actor-kibitzer. We used the heckler 
idea recently for another client, with 
equal success. 

Another variation of this _ basic 
strategem was even simpler. Rather 
than just tell company salesmen what 
was happening in other territories 
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Let Them Hear It! 


SALES MEETINGS 


For the small sum of $30, one advertiser had his salesmen sitting 
up and taking notice of what was being said about company prod- 
ucts in territories outside of their own. The advertiser, through his 


for 


agency, telephoned retailers all over the country, asking about the 


product, and recorded the conversations. The talks then were 


your 
idea 


played back at a sales convention, including failures of the sales 
pitch as well as successes. Salesmen were interested because they 


were hearing an actual event, not merely another report in another 
speech. The cost was $30 for telephone calls and one roll of record- 


outside his own, the account execu- 
tive telephoned retailers all over the 
country. We recorded those conver- 
sations and played them back at the 
convention, leaving in complaints as 
well as successes. The salesmen sat 
up and took notice, because here 
was an actual event, not merely an- 
other report contained in another 
speech. Cost? About $30 for tele- 
phone calls plus one roll of record- 
ing tape. 


> Introducing the new product line 
is usually the high point of a meet- 
ing, but usually even this can stand 
some additional color. We varied the 
standard sales manager’s recitation 
of features of a television set line by 
having two actors, a man and a 
woman out of sight of the audience, 
become the voices of the line. 

The effect was that each new mod- 
el was describing its own virtues in 
provocative lingo. Sounds staid? 
Well, the assembled distributors 
were so pleased they asked for re- 
cordings to use in their own dealer 
meetings. Here, for just a few hun- 
dred dollars, we were able not only 
to spice up the distributors’ meeting, 
but in addition to carry that same 
enthusiasm and color down to the 
local dealer meetings. 

There’s always a place for a pretty 
girl in a sales meeting, and if she 
can act as well as look glamorous, 
one is all you need. The easiest way, 
if you use pulchritude in your ads, 
is to bring your ads to life with the 
actual photographer’s model(s), or 
look around a bit. It’s amazing how 
easy it is to find some motivation for 
good looking legs or a scanty cos- 
tume! 


>But “drama,” attractive as it is, 
isn’t the only way to add a visual 
impact to your meetings. There are 
countless others, methods which 
many of you have already used, if 
sparingly, at one time or another. 
The list is a long one, beginning with 
charts and blow-ups of printed ma- 


terial, models of products, slides, 


flannel boards, slide films, motion 
pictures, both two and three dimen- 
sional displays of all types, sound 
systems, radio, even television. 

And be sure you don’t overlook 
the potent power of music. Special 
lyrics designed around the theme of 
your meeting and set to either orig- 
inal music or a popular melody, can 
do much to make your theme stick 
in the minds of your audience. No 
matter what your problem, there’s 
an audio-visual answer which can 
be adapted to your own individual 
needs, made to act completely new 
for you. 

As an example, slides or slide 
films are old standbys. You've seen 
them, time and again. But even 
seemingly staid slides can have an 
added spectacular touch by using 
three screens and three projectors. 
Use them singly, switching from 
screen to screen, to emphasize par- 
ticular points. Use all three at one 
time to emulate Cinemascope. Add 
motion by changing one or two 
slides at a time when you use the 
broad screen. Use slide projection to 
its fullest, and you’ve sparked your 
meeting immeasurably. All this ma- 
terial can be rented for a 
price. 


modest 


>You needn't go into full scale mo- 
tion picture production to include 
this dynamic medium in your meet- 
ings. There are thousands of movies 
available for use for free or for a 
small rental fee, and you'll be pleas- 
antly surprised to find how many 
deal directly with your own topic, or 
come close. The big motion picture 
distributors like Modern Talking 
Pictures, Association Films, United 
World Films, etc., have long lists 
they'll be happy to send you. Peri- 
odicals and trade associations will 
almost beg you to use their films. Or, 
if you can, make your own. 

Many big firms spend up to a quar- 
ter of a million to make special pic- 
tures to show to dealers and distrib- 





utors. One oil company makes five 
motion pictures each year to provide 
complete meetings, writing off a good 
part of the cost in the saving of time 
and money in not having to send its 
executives on a long tour. But even 
such expenditures are not too nec- 
essary. 


>For example, all oil companies 
have been fighting the problem of 
service station inefficiency for years. 
They make up manuals, write let- 
ters, deliver long sermons, pleading 
for better service at the service sta- 
tion level, better salesmanship for 
tie-in sales. Several years ago, one 
oil company went off on a different 
tack. It concealed a motion picture 
camera and sound recorder inside a 
small trailer, attached it to a car that 
was badly run down, and sent the 
combination out on a tour of its sta- 
tions. The crew stopped at each one, 
asked for two gallons of gas (nothing 
else), and filmed the ensuing trans- 
action. When station operators saw 
themselves and their buddies turn- 


Up and Over... 


side to slide it through narrow doorway. 


. Workmen turn car on 


Tight Fit! 


ing away an average of $15 worth 
of business at each stop, they learned 
their lesson in a hurry! 

I imagine you’ve noticed I’ve 
started up out of the bargain base- 
ment by this time, but only climbed 
a few steps. The $10,000 or so that 
this film cost is still a long way from 
the Broadway-type productions I 
mentioned earlier. At this financial 
level you'll find you can now afford a 
stage show of fairish pretensions; 
you can hire guest stars who will 
adapt their acts to further the prime 
purpose of your meeting; you can 
even hold simultaneous meetings all 
over your territory through closed 
circuit television showings right in 
your hotel meeting rooms, and do it 
in color. You can fit up special buses 
crammed with special exhibits and 
take your meetings to the trade. 


> Yes, there are endless ways of tak- 
ing the curse of dullness from sales 
meetings, and in many cases you can 
substitute showmanship for dollars. 
And there’s the difficulty. It must be 


In Place . . . Right side up once more, 


car looks imposing in showroom. 


Big Car, Small Door—One of Problems 
Involved in Setting Up Advertising Show 


by Allen Sommers 
AR Philadelphia Correspondent 


Setting up an advertising exhibit is 
not new, especially for an advertising 
agency the size of N. W. Ayer & Son 
of Philadelphia. 

Consequently, when Ayer began 
planning an exhibit in its modernized 
galleries on the first floor of the Ayer 
Bldg., the company figured it would 
be simple. 

Ayer wanted to show visitors how 
advertising helped to introduce the 


new 1956 Plymouth. Utilizing the 
question and answer method, Ayer 
drew up a sequence which visitors 
would follow from the original sign 
saying “Spotlight” in the Ayer Bldg. 
lobby through to the final exhibits of 
tv and radio commercials and mail- 
ing pieces. 

When the panels were all printed 
and the exhibits lined up, the com- 
pany sent to Detroit for a new Plym- 
outh. Then came the problem: “How 
to get a 75”-wide automobile through 
a 65” doorway?” 


real showmanship. I’ve read count- 
less books (and you very likely have, 
too!) on how to hold sales meetings. 
They’ll tell you how to rent a hall, 
how to look for facilities, to make 
sure windows are darkened before 
you run the movie, etc. But they 
can’t tell you how to put showman- 
ship into a meeting, how to make 
your audience more enthusiastic 
about your story than the winning 
poker hand last night. 

So, unless you’re an expert at put- 
ting on shows, consult one of the 
many organizations which specialize 
in this work. They range from one 
man outfits in small cities to the 
giants of the field, firms like Drama- 
turgy, Jam Handy and Wilding. The 
radio-television people in your own 
agency may be all you need. 

If the job is too big, takes too much 
time from their regular jobs, they 
can recommend an outside organiza- 
tion and, if you like, supervise the 
entire production. We, at Henri, 
Hurst & McDonald, have found that 
it works! 44 


Behind Scene Planning . . . Panels por- 
tray three basic parts of ad campaign. 


> After much thought, the problem 
was solved by setting up a wooden 
cradle through the doorway in order 
to prevent damage to the body of the 
car. The car was then turned on its 
right side and the cradle was pushed 
directly into the lobby. Then it was 
easy to right the car and drive it into 
the galleries. 

As for the story, the first step was 
to show the “blueprint” or thinking 
behind the campaign, including sell- 
ing points. The best way to present it 
to the consumer was to tell what the 
market really is. 

Then the three basic parts of the 
ad policy were explained: Be strong- 
ly competitive, be factual and be- 
lievable and use emotional appeals 
as well. 

Finally the campaign of four-color 
ads, outdoor posters, point-of-sale 
material and copies of the actual 
magazines used, stacked almost up to 
the ceiling, was displayed for visitors. 

44 
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Making Friends . 


. . Kibitzers throng Snyder Co. booth at New York show as artist Sam 


Faier makes quick sketches of customers and prospects. Sketches usually end up hanging 


on wall at office or home. 


Quick Pix 


Snyder Co. Builds Trade Show Traffic 
With ‘On the Spot’ Sketches of Prospects 


By Dick Morris 
Sales Manager 
Snyder Mfg. Co. 
Philadelphia 


It’s an age-old story. When exca- 
vating is being done, passersby flock 
in droves to look. All are expert side- 
walk lieutenants. 

The same holds true at trade 
shows. Give customers and potential 
customers an opportunity to kibitz, 
then give them something to take 
home, and they'll always remember 
Snyder Mfg. Co. . . . or your own 
company. 

We make automobile radio anten- 
nas, including the communications 
type; we produce both indoor and 
outdoor television antennas; we 
make Bumper Jax and other auto 
accessories. At trade shows we just 
can’t afford to give away antennas 
or Bumper Jax. They cost too much. 

So, we have come up with a num- 
ber of gimmicks which have kept 
the Snyder name before the chain 
store buyer, the distributor, the de- 
partment store buyer and our many 
other customers. 


>Probably the most popular has 
been quick sketches of visitors to our 
booths at shows. We generally hire 
Sam Faier, famous quick sketch 
artist from Broomall, Pa., who has 
been doing this type of work for 
some 20 years. 


122 ¢ ar « March 1956 


Sam generally sets up a chair and 
easel with sketch pad right in the 
booth. Another chair is set up for 
the visitor, and in a few minutes the 
smiling visitor has a sketch of his 
face to hang up in his office or in 
his study at home. 

This type of traffic builder can also 
become a handicap. In one Chicago 
show we built up a line so large that 
it jammed aisle traffic half way down 
the hall. In New York, at the Auto- 
motive Parts Show last year, our 
president, Ben Snyder, informed 
customers and visitors that Mr. 
Faier’s sketches could be had for a 
small charge, the proceeds to go to 
the “March of Dimes.” The National 
Foundation for Infantile Paralysis 
last year got a sizable check from 
Snyder Mfg. Co. 

We have used Mr. Faier’s amazing 
quick-sketch genius at closed sales 
meetings to make more detailed por- 
traits for customers, and I have to 
admit Snyder Mfg. Co. and its “Di- 
rectronic” tv antennas have made 
many friends this way. 


>There are, of course, other little 
things we do to win friends and 
build up traffic at a show. At Chi- 
cago earlier this year we did abso- 
lutely nothing to our booth. But, we 
constructed an 8’ replica of our 5-D 
Directronic indoor television an- 
tenna and put it on display in the 
booth. We drew one of the largest 


crowds in our history. Now, that 8’ 
model is making a tour of the coun- 
try. 

Another popular “give-away” at 
the trade shows we attend has been 
our Snyder notebooks. Everyone 
likes to carry around a small note- 
book on which to make memos to 
himself. We take advantage of this 
by promoting our company and our 
products and imprinting the com- 
pany name on each page. We are 
still getting requests from customers 
for the small 3x5” note pads. 


> Another little idea we used in New 
York not only made hundreds of 
friends for Snyder, but made $8,000 
for the Damon Runyon Cancer Fund. 
We merely bought several bushels 
of ripe, red apples and sold them for 
up to $4 each. Contributions went 
into a fish bowl within our booth. 
The reaction was quite satisfying, 
both to ourselves and to our visitors. 

In Toronto, Canada, at another 
show, we had two photographers on 
call in our booth at all times along 
with Miss Toronto. The latter posed 
with all visitors, she took names and 
addresses, and the photos were then 
sent by Snyder Mfg. Co. to visitors 
photographed. 

On occasions we have used humor- 
ous gimmicks to keep the Snyder 
name before our customers and po- 
tential customers. In Chicago one 
year we had bottle openers made 
especially for us, shaped like the rear 
of a horse. 

We ran out of these bottle openers 
in two days, when the word got 
around the show floor. 

But, more important, the bottle 
openers not only built good will, 
served as reminders to customers 
and prospects of Snyder Mfg. Co. 

44 


Display Services Listed 
In Norman-Buffet Folder 


Information on a service for the 
planning, design, construction and 
handling of exhibits and booths is 
available in a folder from the Nor- 
man-Buffet Display Industries, 
Boston. 

Listing the complete services of 
the company in helping with displays 
from the beginning design to the 
actual installation, the folder also 
lists other services available, includ- 
ing silk screen printing, sales meet- 
ings presentations, carrying cases and 
many others. 

A cross section of companies which 
are using Norman-Buffet Displays 
and Exhibits is also included in the 
folder. 


For your copy circle No. 108 on the 
Readers’ Service Card inside back cover. 
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Wherever you travel, sooner or later you‘ll become aware that Harold’s 


Club is the place to go in Reno. Here’s the inside story of one of the 


country’s most unusual sign advertising programs. 


By George Meredith 


Think of Reno, and the chances 
are better than even that you'll think 
of Harold’s Club. 

It’s also a safe bet that you'll think 
of Harold’s Club because of one or 
more of the 2,300 small highway 
signs all over the U.S. which are 
there to make you think that way. 

These same signs, according to 
Harold’s management and the Thom- 
as C. Wilson Advertising Agency in 
Reno, are responsible—almost with- 
out help until recently—for making 
Harold’s Club “The World’s Largest” 
gambling establishment, with ‘The 
Most Generous Slot Machines on 
Earth,” in “The Biggest Little City 
in the World.” 


> That’s a lot of superlatives, but in 
Reno you don’t do things halfway— 
which is one reason why, perhaps 
2,500 miles away, you can see a 4x24’ 


sign that says, “In Reno It’s Harold’s 
Club .. . World’s Largest!” Or, sim- 
ply, a covered wagon carrying a sign 
that says, “Harold’s Club or Bust.” 
Harold’s Club got its start in 1935, 
just four years after gambling be- 
came legal in Nevada, when Harold 
Smith left his family’s carnival games 
in California to try his luck in Reno. 
The scene was dominated by old- 
time gamblers — strong, silent, un- 
smiling, and scornful of the ex-carni- 
val boy. Luck with the enterprise 
was only fair until the rest of the 
family joined Harold —his father, 
Raymond I., now manager of the 
club, and brother Raymond A., pres- 
ident, secretary and treasurer. 


> Raymond I. Smith added such in- 
novations as female dealers, a club 
site at the “poor end” of Reno’s Vir- 
ginia Street, and generally a busi- 
nesslike management, which was a 
radical move in itself. 


The elder Smith knew that suc- 
cessful businesses had to advertise, 
so he did. He hired crews of men to 
paint signs on hundreds of barn 
roofs along highways from coast to 
coast. 

“The response,” a club spokesman 
reports, “was phenomenal!” 

Other things set Harold’s apart 
employes who paid off with a smile, 
research into Nevada history and a 
Western motif throughout, support 
for every conceivable charity, the 
world’s greatest collection of Amer- 
ican firearms. 

Today Harold’s seven-story club, 
open 24 hours a day, seven days a 
week, is a showplace for millions as 
well as a place to gamble. 

“With a balloon anchored over- 
head,” recent club promotion boast- 
ed, “giant searchlights sweeping the 
Nevada sky at night, and backed by 
two alleys paved with gold ore, Har- 
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SHE 
BY ROBERTSON 
Leading manufacturers of SILK 
SCREEN and Lithograph signs for 
regional and national advertisers. 
Baked enamel process — 
plain or reflectorized 
Steel or aluminum 


Quantity producers for 
over 30 years 


ROBERTSON SIGN CO. 
SPRINGFIELD, OHIO 
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WHAT’S BLACK AND LIGHT 
AND READ ALL OVER? 


It’s a display or billboard done in 
“Blak-Ray” black light! Indoors or 
outdoors, its super-colorful fluores- 
cence makes shoppers stop—and re- 
member longer. Units come in all sizes, 
from a compact 9-inch width all the 
way to the big weather-proof outdoor 
fixture that brilliantly fluoresces a 10- 
foot-wide area (four of these activate 
a 40-foot billboard). 


Many interesting, revealing facts 
are jammed into new Case History No. 
11R. 


Other Case Histories now available 
are “110R Visual Aids for Sales Meet- 
ings”; “14R Theatrical Effects”; “116R 
Invisible Coding Inks”. 


BLACK LIGHT CORPORATION OF 
AMERICA, Distributors for Ultra- 
Violet Products, Inc., 5114 Walnut 
Grove Avenue; San Gabriel, California. 
Distributors in principal cities. 


. for more details circle 172, page 129 
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Inside the Club. . 


. Some 800 employes, dedicated to the principle of being happy 


to pay off, serve customers who have been lured to the club by the signs 


old’s Club is as astounding and as 
incredible as it sounds!” 


> By the club’s own declaration, it 
all traces back to the barn roofs. For 
years no other advertising was used, 
except that the barn roofs began to 
give way gradually to the small signs 
standing apart in the countryside. 

In the beginning, Harold’s Club 
painted signs on barns and “every- 
thing we could lay our hands on. 
There was no idea as to how many 
there were or where they were. We 
just slapped them up, paid a farmer 
ten or fifteen bucks and moved on to 
look for more.” 

Recently there has been a more 
careful approach and better planning 
of the program. Signs are designed 
by the Thomas C. Wilson agency, 
screen-printed and baked in six ver- 
tical panels by Allen-Morrison Co., 
Lynchburg, Va., and put up and 
maintained by Harold’s Club’s own 
road crews, supervised by assistant 
general manager Guy S. Lent. 


> There are five of these crews—one 
lease crew to set up arrangements 
for the use of land, two to erect the 
signs, and two more inspection and 
repair crews. In all, they travel some 
150,000 miles a year. Inspection of 
each sign is semi-annual, with the 
needed repairs made immediately. 

Selection of sites is primarily in- 
fluenced by the amount of local or 
short-trip traffic and by the number 
of people from the area who have 
been in the club. 

“The purpose,” Tom Wilson points 
out, “is not to get people on a trip, 
but to influence local people again 
and again, so that when they plan a 
vacation trip West they'll include 


Reno and Harold’s Club. We make 
regular traffic surveys, and also run 
continuing studies on the sources of 
our business. Future line-up of sign 
sites and routes is influenced con- 
siderably by these facts—the states 
that produce most because we work 
to beat hell.” 


>Once the general locale for new 
signs is determined, the leasing crew 
has full responsibility for setting 
them up. This group drives up to a 
farmhouse, asks permission to install 
a sign, presents a form for the farm- 
er’s signature, pays him about $15 
for a year’s lease, and takes care of 
any necessary details involving zon- 
ing, permits or bonding. 

If the location is considered suc- 
cessful, it is likely to be kept for 
many years unless the property is 
sold. Success is determined mostly 
on the basis of traffic studies and an 


a 


Stat) ror. 


Culmination Harold’s Club signs, 
which stretch virtually across the country, 
culminate in this huge sign outside club. 





appraisal of the business coming 
from the state. 

“We have about eight different 
designs now,” Wilson says, “and us- 
ually don’t change them unless we 
have to. We like repetition.” 


> Harold’s Club’s copy approach is 
kept light and humorous on the 
signs, and the theme is always west- 
ern. Illustrations are kept relatively 
simple, and colors are usually ar- 
ranged so that no more than two 
must be printed on a single panel 
of the six which compose each sign. 

To avoid offending the sensitive or 
conservative outside the state of 
Nevada, the copy never mentions 
gambling—rather, the club is pictured 
as a great spectacle to visit, and 
much is made of the fact that the 
club accommodates “5,000 People 
Daily” and that “4 out of 5 are ‘out- 
of-state’!” 

Despite some streamlining—includ- 
ing use of a few junior bulletins 
measuring 1012x2312’—the sign pro- 
gram is still basically what it was 
when the club began, a low-cost 
method of making people from coast 
to coast and from Canada to Mexico 
think of Harold’s Club when they 
think of Reno. If this happens, the 
Smiths and Wilson are convinced, 
the club can’t lose. 


> Today, with $100 million a year 
wagered against him, Raymond I. 
Smith, the ex-Vermont ditch-digger, 
news butcher and carnival wheel 
operator, is more convinced than 
ever that sound business and mer- 
chandising methods can be success- 
fully applied to the business of keep- 
ing him “the greatest crapshooter of 
them all,” a title he loves. 

And with this conviction have gone 
new ventures into the field of adver- 
tising. Radio, tv, local newspapers 
in Nevada are used regularly—with 
characteristic showmanship and with 
the western history theme that has 
made the club famous. 

But with it all Ray Smith and his 
associates still feel the best-spent 
part of their half-million ad budget 
is the part that goes for the little 
roadside signs that made the world’s 
greatest gambling joint. 


>When you visit Harold’s, you'll 
find 800 employes dedicated to the 
principle of being happy to pay off 
when you win. You'll find signs all 
over this plush club warning, “No 
one can win all the time—remember 
to risk only what you can afford.” 
You'll see millions upon millions of 
dollars’ worth of equipment, decora- 
tions—and chips. You'll see seven 
bars serving the best liquor at 50 
cents a drink. You'll see Ray Smith 
pause at a table, make a little speech 
to the customers and then tell the 


dealer with a big grin to double 
everybody’s money. 

After seeing this, you'll be more 
impressed than ever when Ray 
Smith points to a little sign and says, 
“This is the thing that built Harold’s 
Club!” 44 


Stix-Sign Facts, Samples 
Are Available to Admen 


Admen interested in transparent 
display signs can obtain samples of 
“Stix-Signs” from Cellu-Craft Prod- 


Cheesecake’ For Newspaper Trucks . 


ucts Corp., New Hyde Park, N. Y. 

Made of clear, flexible plastic film, 
Stix-Signs combine transparency 
with high fidelity color printing for 
display on store windows, doors, wall 
surfaces, mirrors, automobiles, etc., 
the company says. 

Self-adhering by means of a cov- 
ered pressure-sensitive adhesive on 
left and right hand outer edges, the 
signs can be applied by merely press- 
ing in place after the protective cov- 
ering is removed. 

Since the applying adhesive can 
be put on either side of the signs, 


. . What is believed to be the first foundation- 


wear advertising to appear on the side of a newspaper truck is being seen daily on the 
streets of Fargo, N. D. Giant reproductions of national ads run by Formfit, the truck 
pictures are a ‘‘tie-in’’ with ads appearing in the Fargo Forum. 


Announcing the latest development in 


DECALCOMANIA 


THE GOODSTIX DECAL 


IT’S DIFFERENT! Instead of the time-con- 
suming technique of moistening for applica- 
tion, the GOODSTIX decal is ready to apply 
in seconds with no fuss or muss. Just peel 
off protective paper and stick up decal. 
Pressure sensitive adhesion does the job! And 
don’t worry about handling a GOODSTIX 
decal. It cannot crack or chip and you don’t 
have to be a transfer expert to apply. 


IT’S EYE CATCHING! Because it is reproduced on transparent plastic, 
colors are extremely vivid and vibrant. Can be die-cut, printed allover, 


up to 5 colors. 


IT’S PERMANENT! Inks have been tested for long-lasting quality. All- 
over adhesion assures permanent bond to glass in spite of constant wash- 
ings. You may order GOODSTIX decals with adhesive on face for interior 
posting or on reverse for easy application to appliances, car windows, 
hardware, etc. GOODSTIX decals cost less, too. Absolutely will not curl 


or deteriorate in storage. 


Send for Samples, Prices, Data 


GOODREN PRODUCTS CORP. 


DEPT. AR 3 * 


263-273 WILLIAM STREET, ENGLEWOOD, N. J. 


‘Representatives in all principal cities” 


. for more details circle 207, page 129 
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PARA-STICK TWIN-STICK 


CEIL-STICK 


DID YOU KNOW..... 


... that all of our products are made to your order to assure fresh 


adhesives so vital to adhering displays. 


DURABLE manufactures a complete line of adhesive coated products 
for hanging displays. Write to... 


Durable RUBBER PRODUCTS CO 


609 W. Lake St. Chicago 6, Ill. 


. « for more details circle 192, page 129 


Pick a Bonus Combination . . . 


Here’s a package deal that’s fit to be tied and wrapped for economy. 
Combine your insertions in any two—or three—of these publications. 


e@ Advertising Requirements 
@ Industrial Marketing 


e Advertising Age 
issued by Advertising Publications, Inc. 


By combining your total number of insertions 
you earn the best frequency discount for each, 
and the minimum rate-holder regulations apply 
for maximum economy. 


Advertising Requirements 200 £. Illinois $t., Chicage 11 


Data taai me ic-LASTING OUTDOOR SIGNS ? 


Send for FREE brochure 


Find out why the best costs no more... why 
it’s more profitable for you to use A-M 
signs to sell your product or service. Many 
of the country’s best-known advertisers 
depend on A-M signs. So can you... for 
trucks, point-of-sale, storefronts, product 
—and almost every outdoor purpose. 
SEE THIS BROCHURE AND SAVE MONEY 
ON SIGNS... SEND FOR IT TODAY! 


ALLEN-MORRISON SIGN CO. INC. 
Lynchburg, Va. 


. . for more details circle 153, page 129 
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they can be used on the outer or 
inner surface of window glass. 

Although the signs can be removed 
by a quick flip of the hand, the com- 
pany says they are durable enough 
to be unaffected by atmospheric con- 
ditions indoors or out and can be 
reused. 

Prices, dates, store hours, etc., can 
be written on the plastic signs with 
a china marking pencil and wiped 
off easily with a cloth. 

Cellu-Craft Products will work 
either from original artwork or will 
supply preliminary color sketches 
and finished artwork according to 
individual company preference. 

In addition to the samples, a ques- 
tion-and-answer fact sheet on “Stix- 
Sign” is available. 


For your copy circle No. 120 on the 
Readers’ Service Card inside back cover 
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New Compact Mailer . . . Only 3x5” in 
size, new multi-purpose mailer by Pres- 
To-Line opens or seals envelopes without 
mess. 


Pres-lTo-Line Introduces 
New “No-Mess” Mailer 


A new automatic mailer that opens 
envelopes without any mess or “con- 
fetti” has been introduced by Pres- 
To-Line Corp. of America, Los An- 
geles. 

Called the “Magic Mailer,” the 
item is a multi-purpose mailer that 
seals or opens envelopes. Outgoing 
envelopes are automatically moist- 
ened and sealed and made ready for 
stamping with a built-in stamp 
moistener. 

Carrying a one-year guarantee, the 
Pres-To-Line “Magic Mailer” is 3x5” 
in dimensions, weighs 23 ounces. The 
retail price is $9.45. 44 
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Think 


“I don't like what you're THINKING, Mr. 
Wolfson!” 





Frfeuell Sources for 


Services and Supplies 


Engravings 


SUPERB AD 
ENGRAVINGS 


AT SUBSTANTIAL 
SAVINGS... 


STAFFORD 
ENGRAVING CO., Inc. 


INDIANAPOUS, IND. 


1+ 2+3and 4 COLOR PLATES 
FINEST GUARANTEED QUALITY 


See 


Aiki teat ik) 


. for more details circle 262, page 129 
Tape Duplication 


SEND YOUR PERSONALITY ALONG 


Speak simultaneously to all salesmen, distributors, 
regardless of number or locale, for less than $1 per 
hour per branch via our tape duplication service 
Any number of branches in USA covered in 48 
hours. Full facts from. - 


RECORDED PUBLICATIONS LABS 


1544-1556 Pierce Ave., Camden 5, N.J 
WOodlawn 3-3000 eee kd 
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Stock Art 


FREE SAMPLE— Yours to use without cost. 
Create sparkling layouts for all printed 
matter with scissors and paste-pot. The 
Brand New Clipper—new in size, format, 
features, content, color techniques, ideas. 
Get sensational introductory offer. No obli- 
gation —no salesmen. Address Multi-Ad 
Services, Inc., Box 806G, Peoria, Illinois. 


. for more details circle 236, page 129 


To sell advertising supplies, 
products or services 


pre-sell the 
advertising manager ! 


Advertising Requirements 


reaches more advertising 
managers than any other ad- 


vertising publication. 





Exhibits 


[_] PRE-FAB Low 
Cost Conven- 
tion Displays 


[_] Ship’n Show 
Self-Contained 
All Wood 
Displays 


[_] Fibreglas 
Show-Drapes 
with your logo 
in modern 
designing 
CHECK—Attach to 
company letterhead for full information. 


Capex Company, Inc. 


615 South Boulevard, Evanston, Illinois 
. for more details circle 176, page 129 


Signs 


ALL-WEATHER 
PLASTIC PENNANTS 


WAVY 


DURABLE—TOUGH—BRILLIANT 


48 assorted color—18 inch Plastic Pennants 
sewed on a tough ‘heawy tape 100 ft. long ONLY 
$4.00 ea. Dozen lots $2.60 ea. Write for quantity 
prices. Money refunded if not satisfied. EN- 
TRAL FLAG & BANNER CO., Rossmoyne 
24, Ohio. 


. for more details circle 186, page 129 


Presentations 


ACETATE SPECIALTIES 
Made-To-Order in 200 sizes—40 Styles 


offering Full Visibility and Protection for 
Layouts, Presentations, Photos, Etc. 
11x8//2 Ring Binder Envelopes $8.10—100 
CRAFT-X Tracing Film: Cellulose Acetate 


MAJOR SERVICES . ...RO 4-3002 
our NEW ADDRESS....1740 Columbia, Chicago 26 


. for more details circle 223, page 129 
Advertising Services 


2S 2 al 


MADE TO YOUR SPECIFICATIONS 
ALLIED DECALS 8422 HOUGH AVE. 
om CLEVELAND 3, OHIO 


. for more details circle 154, page 129 





Hand-Lettering 


SAVE 
TIME... MONEY 


with the NEW 


| Calo TAK ' 


and 


TYPE 
alphabets 


@ Printed clear, sharp, block 
on cleor acetote with adhesive bock 


For FREE somple ond brochure; Ask 
your ert supply dealer or write . . 


CELLO-TAK LETTERING 


131 West 45th St., Dept. B—New York 36, N.Y. 


. for more details circle 187, page 129 





HAND-LETTERING FROM FILM 


$1 a word—all styles. No minimum, 
no “extras.” Glossy print for repro- 
duction. 24 hour service — delivery 
anywhere in USA. Order from Style 
Book AR free on request. 


RAPID TYPOGRAPHERS, INC. 
305 East 46, New York 17 ¢ MU 8-2445 


. for more details circle 251, page 129 


Cape Your Om 


HAND LETTERING 


Acetate Sheets 
with Adhesive 
Backing 


aa 


TRANSTIK’ 
Lettering Alphabets 


FREE Specimen Booklet of Lettering Styles 


TRANSTIK 
305 EAST 45 STREET, NEW YORK 17, N.Y 


. for more details circle 274, page 129 
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co advertisers 


SCRRERRRREEREREL ERE ERORECOEOEEERERRREECCOCEREDORORORRAR ERR R RRR e eee eeeeeeeeee 
Readers 


Service Advertiser 
Number 


PEOREEEEOREDEES COREC ODE OOOECERGERRAERGORAEGECEOORRDORGRRGOOCRRECGRERESECESERE 


159 Acco Products, Inc. 

151 Acrolite Products Incorporated 

279 Ad-Letter 

152 Advertising Typographers Association 
of America, Inc. 

153 Allen-Morrison Sign Co. Inc. 

154 Allied Decals Inc. 

155 American Mail Advertising, Inc. 


The “key number” preceding the name of each advertiser listed below 
corresponds to a number on the Readers’ Service cards on the following 
insert pages. If you desire additional information concerning the products 
or services offered by any AR advertiser, all you need do is to circle the 
number on the Readers’ Service card corresponding to the number shown in 
the index. The same numbers appear at the bottom of the advertisements. 


CRCROREHEREOEEODCOCCORGEOOERGEGOREORERRGROREGREEROOREROEREOECOCERECEOCCOOCECEECECORRRCRRCORRRESCEROREOEOCRCCSOORECGGREGCEOSRCPOEORRGCRRGRERERRGERORS 


Readers’ 
Page Service Advertiser Page 
Number 


16 215 Hansen Mfg. Co., Inc. . 94 
. 50 216 Hinde & Dauch a 
48 — Hollywood Banners 28, 80B, 93 
219 Imprint Matrix Co. 
34 217 International Color Gravure, Inc. 
126 218 Interstate Photographers 
127 220 Ketterlinus Lithographic Mfg. Co. 
102 221 Kier Photo Service 


158 American Photocopy Equipment Company oe 222 Kleen-Stik Products, Inc. 


160 American Trade Press Clipping Bureau 80 224 


157 American Type Founders 

161 Avery Adhesive Label Corp. 

156 Avery Paper Company 

162 Barnes, Hal 

164 Bartz, F. H. 

163 Beckett Paper Company, The 
— Belford Co., Inc. 

173 Belnap & Thompson, Inc. 

166 Bienfang Paper Co. 

167 Black Box Collotype Studios, Inc. 
172 Black Light Corporation of America 
— Brodie Advertising Service 

169 Brown & Bro., Arthur 

189 Brown & Son, Inc., W. M. 

168 Brown-Bridge Mills, Inc., The 

— Brownville Paper Co. 

170 Buffalo Photo Company 

— Bundscho, Inc., J. M. 

174 Busch Film & Equipment Co. 

175 Cantine Company, The Martin 
176 Capex Company, Inc., The 

187 Cello-Tak Lettering Corp. 

186 Central Flag & Banner Co. 

177 Champion-International Company 
188 Chase Bag Company 

178 Chicago Cardboard Company 
179 Chicago Show Printing 


Lake Shore Electrotype Co. 
72 225 Letter Shop Inc., The 
98 226 Lufkin, Raymond 
92 — Major Photo Co. 
50 223 Major Services 
80B 227 Marks & Fuller, Inc. 
32C 228 Mask-O-Neg 
82 231 Mead Paper Corporation 
109 232 Metal Arts Company. 
52 233 Meyercord Co., The 
78 Milprint, Inc. 
124 Mohawk Paper Mills 
102 Monsen-Chicago - 
. 19 Monet Company, The 
26 Multi-Ad Services 
100 Naz-Dar Company 
Neenah Paper Company 
New York & Pennsylvania Co. 
Northwest Paper Company, The 
Northwestern Photo Engraving Co. 
Oxford Paper Co. 
Pioneer Rubber Co., The 
Point-Of-Purchase Advertising 
Institute, Inc. 
Premium Service Co., Inc., The 
111 Presto Process Co. 
. Ol Progress-Hanson-Progressive Group, The 
Public Letter Service 


Company 91, Inside Back Cover Rapid Art Service 


181 Chillicothe Paper Co. 

182 Cincinnati Pencil Company 
— Clement Co., J. W. 

— Collins, Miller & Hutchings, Inc. 
183 Columbia Ribbon & Carbon Mfg. Co. 
185 Complete Photo Service, Inc. 
184 Craftint Manufacturing Co., The 
190 Dick Co., A. B. 

191 Dot Engravers, Inc. 

204 Du-Plex Onvelope Corporation 
192 Durable Rubber Products Co. 
194 Eagle Rubber Co., Inc. 

195 Eastern Corporation 

193 Einson-Freeman Co., Inc. 

196 Elbe File & Binder Co., Inc. 

199 Engel, Inc., J. A. 

198 Enterprise Photos 

200 Esleeck Manufacturing Co. 

197 Eureka Specialty Printing Company 
201 Filmotype Corp. 

202 Friedman Associates, Estelle 
205 Gilbert Paper Company 

203 Gibraltar Corrugated Paper Co. 
206 Goodkin Co., M. P. 

207 Goodren Products Corp. 

208 Grace Sign & Mfg. Co. 

209 Graphic Calculator Co. 

211 Graphic Systems 

210 Guaranty Paper Corp. 

213 Haberule Co., The 

214 Hankscraft Company, The 

212 Henry & Son, N. 
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16A Rapid Colorprint Co. 
114 Rapid Copy Service, Inc. 
32A Rapid Typographers, Inc. 
. 61 Recorded Publications Labs 
. 20 Remington Rand Inc. 
50 Rising Paper Company 
2 253 Robertson Sign Co. 
24A 254 Rohm & Haas Company 
. 60 264 Sales Portfolios Inc. 
105 256 Sales Tools, Inc. 
126 257 Sersen’s Imprinting, Inc. 
116 258 Service Typographers, Inc. 
1415 286 Slencil Co, The 
- encil Co., The 
32 259 Sloves Mechanical Binding Co., Inc. 
. 46 260 Sorg Paper Company, The 
50 263 Springfield Coated Paper Co. 
16D 262 Stafford Engraving Co. 
412 269 Standard Thermometer 
5 261 Stone Container Corp. 
52 ann + etna — Co. 
witzer Bros., Inc. 
om a 270 Tauber Plastics Inc. 
32 266 Technical Service Inc. 
125 267 Transilwrap Co. 
274 Transtik 
-ll 271 Ullman Co., Inc., The 
. 84 272 U S Color 
. 86 273 Utica Cutlery Co. 
. 64 275 Warwick Typographers, Inc. 
. 48 277 Washington Photo Engraving Co. 
. 90 276 Weck Process Co. 
110 278 Zippo Manufacturing Co. 








101/Circle on Readers’ Service Card 
Typro Floor Model 

. . . details on photo lettering machine 
with cabinet base and built-in darkroom 
aad storage space. (Page 72) 


102/Circle on Readers’ Service Card 
Color Slide Sequences 2 
. . « pamphlet gives information on prepa- 
ration and effective use of color slide 
sequences. (Page 87) 


103/Circle on Readers’ Service Card 
Mechanical Salesman . 

. . » folder describes “Cinesalesman,” con- 
tinuous motion picture projector available 
from Busch Film Co. (Page 94) 


104/Circle on Readers’ Service Card 
Automation in Displays 

. . » folder covers details on “Robotape,”’ 
device designed for using automation in 
displays. (Page 87) 


105/Circle on Readers’ Service Card 
Two-Color Paper 

. samples of Woodbine Duplex Enamel 
paper in new color combinations from Ap- 
pleton Coated Paper Co. (Page 66) 


106/Circle on Readers’ Service Card 
Strathmore Paper Story 

.. - booklet, “Quality Papermaking — the 
Strathmore Way,” describes, illustrates 
steps in paper making. (Page 66) 


107/Circle on Readers’ Service Card 
Addressing Machine 

. . » illustrated folder from Scriptomatic Ine. 
describes new Model No. 101 Addressing 
Machine. (Page 67) 





s 


Use these return cards 
for publications 
mentioned on this page 


. . » folder contains information on a service 
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108/Circle on Readers’ Service Card 
Display Services 


111/Circle on Readers’ Service Card 
1956 Graphic Arts Show 

. . . American Institute of Graphic Arts 
offers entry blanks and information on 1956 
show. (Page 81) 


for the planning, design. construction and 
handling of exhibits. (Page 122) 


109/Circle on Readers’ Service Card 
Product Photography 

. . . samples of special color printing direct 
from the product for business paper inserts 
are included in a folder. (Page 80B) 


112/Circle on Readers’ Service Card 
“Odds and Ems” 

play in maintaining good relations between 
management and employes. (Page 112) 


110/Circle on Readers’ Service Card 
Gold Paste Ink 
. . . color cards and samples on English 
Gold Paste ink designed to cover most let- 
terpress surfaces in one impression. 

(Page 80B) 


113/Circle on Readers’ Service Card 
Plastic Relief Maps 

. . » information on a series of lightweight. 
three-dimensional plastic maps from Aero 
Service Corp. (Page 92) 


Readers’ * Please print or type information below 

Service Masi Riccio Withee ioiinisecnsibiereanicsitie 
Dept. SERED Producta 

4403 Address_ City & Zone 


* Please send me the following: 





Items mentioned in editorial columns: 101 102 103 104 105 106 107 108 109 110 
111 192 113 114 115 116 117 118 119 120 121 122 123 124 125 126 
More details from AR advertisers: 150 151 152 153 154 155 156 157 158 159 160 
161 162 163 164 165 166 167 168 169 170 171 172 173 174 175 176 177 178 179 180 
181 182 183 184 185 186 187 188 189 190 191 192 193 194 195 196 197 198 199 200 
201 202 203 204 205 206 207 208 209 210 211 212 213 214 215 216 217 218 219 220 
221 222 223 224 225 226 227 228 229 230 231 232 233 234 235 236 237 238 239 240 
241 242 243 244 245 246 247 248 249 250 251 252 253 254 255 256 257 258 259 260 
261 262 263 264 265 266 267 268 269 270 271 272 273 274 275 276 277 278 279 280 





























* Note: Inquiries for items listed not serviced beyond June 15, 1956 
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BUSINESS REPLY CARD 


First Class Permit No. 95, Sec. 34.9, P. L. & R., Chicago, Il 





Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 


Chicago 11, Ill. 
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% Send for these helpful selling tools 
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items mentioned in editorial columns: 

117 112 113 114 115 116 117 118 #119 
More details from AR advertisers: 

161 162 163 
181 182 183 184 
201 202 203 204 205 206 207 
221 222 223 224 225 226 227 228 
241 242 243 244 


114/Circle on Readers’ Service Card 
Stock Art Kit 

. . - Idea Art offers information on ready- 
to-use art portfolio containing catch lines 
and drawings. (Page 50) 


115/Cirele on Readers’ Service Card 
Unusual Printing 
. . » Lawter Chemicals offers folder on 
“Bold” daylight fluorescent and brochure 
showing applications of new paint. 

(Page 50) 


116/Circle on Readers’ Service Card 
Zettacolor Process 

. . « folder gives information and shows 
actual size photographs of full color prints 
made by “Zettacolor.” (Page 50) 


BUSINESS REPLY CARD 


First Class Permit No. 95, Sec. 34.9, P. L. & R., Chicago, Ill. 





Readers’ Service Dept. 


ADVERTISING REQUIREMENTS 


200 East Illinois St., 
Chicago 11, Ill. 
















117/Circle on Readers‘ Service Card 
Photo Advertising 

. . . Copies of a monthly magazine designed 
to help sell more space are available from 
Fairchild Graphic Equipment. (Page 51) 


118/Circle on Readers’ Service Card 

New Binder Design 

. . » samples and price lists are available 
on the “Spinebinder,” a new type of loose- 
leaf holder for presentations. (Page 105) 


119/Circle on Readers’ Service Card 
Advertising on Containers 

. . » booklet gives facts and figures, stresses 
advantages of advertising on shipping con- 
tainers. (Page 96) 
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*® Please send me the following: 


185 186 


187 188 189 190 191 


* Note: Inquiries for items listed not serviced beyond June 15, 1956 
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101 102 103 104 105 106 107 108 109 110 
120 123 122 123 
152 153 
164 165 166 167 168 169 170 171 172 173 174 175 176 177 178 179 180 
192 193 194 195 196 197 198 
208 209 210 213 232 213 214 215 216 217 218 219 220 
229 230 231 232 233 234 235 236 237 238 239 240 
245 246 247 248 249 250 251 252 253 254 255 256 257 258 259 260 
261 262 263 264 265 266 267 268 269 270 271 272 





124 125 126 
154 155 156 





157 158 

















273 274 275 276 277 278 279 280 





159 160 





120/Circle on Readers’ Service Card 
Transparent Display Signs 

-.. Samples and a question-ond-answer 
fact sheet on self-adhering plastic display 
signs are available from Cellu-Craft 
Products. (Page 125) 


121 /Circle on Readers’ Service Card 
Salesmen’s “Pocket-File” 

. . » information on a pocket-size, loose-leai 
binder designed to help salesmen keep 
calls organized. (Page 115) 


122/Circle on Readers’ Service Card 
Additions to Futura Family 

. . + Intertype Corp. offers details and type 
showings on Futura Extrabold and Futura 
Oblique. (Page 74) 


123/Circle on Readers’ Service Card 

Fototype Service 

. . « folder lists prices and describes three 

new developments in service from Fototype. 
(Page 74) 


124/Circle on Readers’ Service Card 
Novelty Premiums 

. « » humorously illustrated T-Shirts, avail- 
able as premiums, cre described in a folder 
from Husk O'Hare. (Page 114) 


125/Circle on Readers’ Service Card 
Collapsible Viewer 

- . » details on a collapsible 3-D Stereo kit 
that gives a sales message via colored 
slides. (Page 115) 


126/Circle on Readers’ Service Card 

1956 Recording Guide 

. . » booklet contains detailed outline of 
recording studio practices, procedures and 
costs. (Page 76) 


Use these return cards 
for publications 
mentioned on this page 





IF THIS IS YOU 
TAKE A CUE FROM US 


We specialize in the most vital phase of your entire 

advertising program—Merchandising at the Point-of-Sale. It is 

our only business...one we've been at for more than 

half a century. In that time, we've created countless traffic-stopping 
displays that have caught shoppers’ eyes in nearly every type 

of retail outlet. We can produce dynamic, reason-to-buy 
point-of-sale merchandising programs for you today. 

If your program is behind the eight-ball, let our nation- 

wide staff of experts give you the cue your Merchandising at 


the Point-of-Sale should take. 


Keep this “IDEA FILE”’ and il- 
lustrated brochure within easy 


Merchandising at the POINT-OF-SALE 


® Lithographed displays for indoor and outdoor use * Animated Displays 


reach...they are a collection of 
point-of-sale samples, ideas, 
success stories that have paid 
® Cloth and Kanvet Fiber Banners and Pennants * Mystik Self-Stik Displays off in the past. They are yours 
me: “2 FREE! Write Chicago Show 
mht Printing Company, 2626 N. 
Kildare Ave., Chicago 39 


®@ Mystik” Can and Bottle Holders * Mystik” Self-Stik Labeis 


® Econo Truck Signs * Booklets and Folders 


for more details circle 179, page 129 





“The First Sales Call’/ by Robert Meyers 


On the American Business scene 


Remember your first sales call... the nervous Gilbert papers offer a distinctive difference. They 
anticipation ... the rehearsed opening phrases .. . the are manufactured with carefully selected new cotton 
polished shoes... the straightened tie... the all- fibres, making it possible to achieve a lasting bright- 
encompassing desire to make a good impression. ness. This means added strength as well, and Gilbert 

Making the proper impression is also essential for papers are tub-sized, air-dried for superior erasability 
your business correspondence. That's why so many and an unmatched cockle finish. They are available 
leading business firms standardize on Gilbert Quality through leading paper merchants or your printing 
Paper for all their business correspondence forms. supplier. Ask for samples. 


Gilbert Quality Papers GILBERT 


PAPER COMPANY 


Gilbert Bond, Resource Bond, Radiance Bond, Lancaster Bond 


A GOOD LETTER 1S ALWAYS BETTER / WRITTEN ON A GILBERT BOND 


for more details circle 205, page 129 





